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ABSTRACT
This study was concerned with the development and 
application of the consumerist gap, a concept introduced 
by this researcher. The dissertation describes a pilot 
study in which methodologies have been developed to track 
the fluctuating experiences of satisfaction during 
journeys by air, and it demonstrates how the observations 
may be analysed to reveal structures underlying 
satisfaction experiences, and to identify the most 
significant influences on their satisfaction under 
selected conditions.
As a context to the consumerist gap research, this study 
has included an analysis of marketing and service theory, 
and an examination of the technical, regulatory and 
competitive realities of current airline operations. The 
discussion is related to the evolving management practices 
and culture at British Airways, the host organisation for 
this research.
The dissertation which follows presents a series of case 
studies analysing how various aspects of flight sertvices 
were experienced, both by the researcher and other 
passengers. It compares different categories of flight 
both structurally and qualitatively and examines a series 
of delays and other service failures.
The methodologies and findings are related to existing 
practices and theories, and the potential applications of 
the approach are discussed. These include marketing and 
service blueprinting techniques.
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CHAPTER 1
THE CONSUMERIST GAP CONCEPT AND STUDY, AN OVERVIEW
1.1 INTRODUCTION
The purpose of this chapter is to provide a brief overview of 
the thesis. It summarises the original consumerist gap 
concept and discusses the objectives, rationale and structure 
of the research reported in this dissertation.
1.2 THE ORIGINAL CONSUMERIST GAP CONCEPT
This research is grounded in the consumerist gap concept
(Laws, 1986, 1991) first reported in the Service Industries
Journal. This argues that services are best viewed as a
system with technical and service features within which
clients and staff interact. The original consumerist gap
paper is reproduced in Appendix 1, and the conceptual model is
given here as Figure 1.1. It emphasises the significant link
between the design and management of a company’s services and
the enjoyment of them by clients; and it highlights the role
of consumer judgement in evaluating those services.
Therefore, it is critical for managers to understand their
customers’ perceptions of services; and this is the central
concern of the consumerist gap study.
’’While each traveller has different expectations of 
satisfaction, those expectations are generated by 
marketing images and previous experiences. Dissonance 
(and dissatisfaction) results from a misunderstanding by 
service staff of what the client needs for his 
satisfaction, particularly during an interruption to a 
journey. Such dissatisfaction may be mapped conceptually 
as the extent of divergence of present satisfaction from 
that anticipated on purchasing die service." (Laws,
1986).
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The psychological framework within which clients evaluate a 
product or service has been shown to result in two outcomes, 
satisfaction or dissatisfaction, which are experienced in 
varying degrees. The quality of service experienced is often 
satisfactory, but in other cases clients are dissatisfied with 
the service they receive, and uncomfortable experience results 
in cognitive dissonance. Festinger (1959) has argued that 
people try to reduce the features of a situation which cause 
them discomfort, and they will avoid situations which have 
made them uncomfortable in the past
The original consumerist gap paper highlighted the 
significance of customer dissatisfaction to a company’s 
survival, presenting an analysis of mismanaged passenger 
experiences following a technical failure in an airline 
service (Laws, 1986). The conceptual model charted the 
ensuing fluctuations in their satisfaction levels, and 
continued by postulating an "acid test": whether a passenger 
would purchase another service from that company. To the 
extent that clients felt that a company had failed their acid 
test, its future success could be jeopardised through direct 
loss of business and as a consequence of negative referrals to 
friends, relatives or colleagues.
Travellers often express overall satisfaction or 
dissatisfaction with an airline journey, but more detailed 
analysis shows that every service is actually experienced by 
the client as a series of events. The consumerist gap 
conceptualises a service episode as consisting of a series of 
events or part-encounters. Each event has an outcome for the
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client in terms of varying satisfaction levels compared by 
that person to his anticipated satisfaction. Clients’ 
experiences during a service episode may therefore be measured 
along a continuum ranging from "very satisfied" to very 
dissatisfied". This continuum forms the vertical axis of the 
consumerist gap diagram shown in figure 1.1.
1.Z1 The original consumerist gap model
In the consumerist gap model, Ao represents the level of 
service which clients anticipated at the time of purchase, but 
the satisfaction they experience during the delivery of a 
service can be higher, or lower than anticipated. The 
assumption is that the company passes its acid test of 
consumer satisfaction when an individual’s anticipated level 
of service as measured by E is indeed experienced, and E = Ao. 
By definition, this occurs at the outset of a service, and it 
is a measure of managerial success (the acid test) to return 
satisfaction to this level after any problems.
When service standards are higher than anticipated, consumers 
are very satisfied, and at level Ew positive outcomes include 
compliments to staff and favourable personal recommendations 
of the company to friends or colleagues by clients. The 
opposite extreme, when the service standards fail to meet the 
clients’ expectations is characterised by their increasing 
discomfort, frustration and ill will. This situation can 
result from unscheduled interruptions to a journey, or from 
unsatisfactory performance of service events. Such problems 
are recorded at Ey where individual clients experience so much 
discomfort that they complain.
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Figure 1.
The consumerist gap model
S a t i s fa c t io n
Boosters-
Ew
Ao
Ey
Depressan ts
T 1 T 2
E 2 ,
E1
T 3 T 4 T 5
Time
Laws, 1986.
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The horizontal axis of th6 model is calibrated in time units 
during which the interruption episode evolves as the company 
seeks technical solutions to restore normal service.
Initially, satisfaction is at the level anticipated, and the 
service proceeds smoothly. But if an interruption occurs, 
satisfaction falls below the anticipated leveL In the model 
this occurs at time T2, when a gap in consumer satisfaction is 
opened. The depth of the gap reflects the degree of 
dissatisfaction which the consumer has experienced.
The sequence and intensity of the company’s responses to any 
technical (type A) problems during a service affect clients’ 
satisfaction and are a particular concern of this 
dissertation. It takes some time to marshal the resources 
needed to overcome failure, and this takes the model to T3, 
when the company begins to correct the problem. At the same 
time service responses (type B) are needed to restore 
customers’ confidence or overcome their anxieties and 
discomfort If these responses are inappropriate, by T4 their 
dissatisfaction will have deepened. However, with effective 
action the model shows that technical (type A) problems have 
been overcome and the normal service is resumed by Time 5. 
The final level of satisfaction depends on how clients’ needs 
were met by type B responses during the interruption episode. 
Appropriate type B responses can bridge the consumerist gap, 
even building greater customer satisfaction than had been 
anticipated. These are shown in path E2. In contrast, path 
El tracks the result of inappropriate actions which deepen the 
dissatisfaction experienced by clients.
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1.2.2 Satisfaction and dissatisfaction
The consumerist gap view of outcomes for clients is similar to 
the CS/D model, (Consumer Satisfaction / Dissatisfaction) 
which focuses attention on the reactions of consumers to 
satisfying or dissatisfying purchases; (Hunt, 1977). Thus, it 
has been argued that customers’ experiences with any purchase 
give rise to outcomes for them varying from dissatisfaction to 
satisfaction. These are emotional responses, reflecting a 
divergence from expectations, as the following quotations 
indicate:
"The seeds of consumer satisfaction...are
planted...during the prepurchase phase of the consumer
decision process." (Wilkie, 1986).
"Satisfaction is defined...as a postconsumption 
evaluation that the chosen alternative is consistent with 
prior beliefs and expectations (with respect to 
it).... Dissatisfaction, of course, is that outcome when 
this confirmation does not take place." (Engel,
Blackwell and Miniard, 1986).
This dissertation focuses particular attention on the
interactive aspects of services, these are widely regarded as
important for customers, staff and organisations, as the
following quotation indicates.
"The direct contacts between the customer and an employee 
of the service firm are referred to as the service 
encounters or moments of truth. These are natural 
opportunities emerging in the production/delivery 
process; for example, the interaction between a doctor 
and a patient, a bank manager and a client, a flight 
attendant and a passenger. Both the doctor, the bank 
manager and the flight attendant become part-time 
marketers: the customer becomes a co producer and a 
prosumer (the terms pro-ducer and con-sumer as suggested 
by Toffler, 1980). Looking at it from the opposite angle 
the term part-time employee can be used to signify the 
customer’s role. If the customer does not 
cooperate...the services cannot be properly produced and 
delivered." (Gummesson, 1990).
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In consumerist gap terms, if any of the moments of truth fail, 
a consumerist gap has been opened, causing dissatisfaction.
The result of any customer dissatisfaction is two fold for the 
organisation: the costs of complaint handling, and the 
potential loss of future business both from the distressed 
customers, and from others to whom they voice their 
dissatisfaction (Fornell and Wernerfelt, 1987, Lewis and 
Morris, 1987).
1.3 THE CHOICE OF SERVICE SETTING FOR THIS STUDY
Airtransport was chosen for the setting of this study as it 
offers a convergence of three factors of concern to this 
researcher.
1.3.1 Airtransport is a specialised service system
Airtravel is characterised by highly technical constraints 
within which the encounters between passengers and staff are 
carried out, particularly during the flight phase of a 
journey, but also in making reservations and in the various 
transactions at both departure and arrival airports. In the 
flight phase, there is very little ’’backroom” work, the point 
is discussed in detail later, but the significance is that 
most of what is done by staff is visible to passengers.
1.3.2 Airtransport is fundamental to modem tourism
The point has been made by many authorities, and may be 
summarised under two headings. Firstly, the package holiday 
(or inclusive tour) developed after the second world war on
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the basis of available war surplus aircraft, experienced 
logistical, technical and aircrew, and a burgeoning demand 
resulting from increased awareness of travel opportunities.
(Burkhart and Medlik, 1974; Gee, Choy and Makens, 1984).
Secondly, the network of domestic, regional and international 
passenger airroutes is essential to modem business life.
(Doganis, 1985; Shaw, 1987; Wells, 1984). As this study 
focuses on the determinants of passenger satisfaction, the two 
points made in this paragraph are not developed further here.
1.3.3 Service quality concepts
Increasing interest has focussed on the service industries 
over the past decades. One aspect which is now receiving 
attention from academics and practitioners is the quality of 
clients’ experiences. The background to this is concerned 
with improving skills of service managers, an awareness of the 
increasing public expectations for satisfying experiences, and 
of the options clients have to invest future time and money in 
purchases from competing service suppliers or in alternative 
sectors of the economy if their experiences proved 
unsatisfactory.
1.4 OBJECTIVES AND METHODOLOGIES OF THIS STUDY
1.4.1 Objectives
The present study has the following main objectives:
1 To observe, analyse and model the complexity of 
passengers’ experiences of travel by air.
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2 To consider the theoretical and managerial applications 
of the consumerist gap concept
3 To investigate current thinking on service quality.
4 To discuss airline operations.
5 To develop methodologies to investigate and model 
consumerist gaps.
1.4.2 Research methodologies
This has required development and extension of the original 
consumerist gap model, and the development of appropriate 
methodologies to deal with the complexity of airline services 
and passengers’ experiences. The research programme has been 
based on three main approaches:
1 A review of published literature dealing with the design, 
delivery and marketing of services.
2 A study of airline documents and interviews with British 
Airways (BA) managers. (The researcher gratefully 
acknowledges the generous access which BA granted him to 
its managers, its services and its commercially sensitive 
documents and data during a period of major change for 
the airline).
3 The development and application of the consumerist gap 
method to analyse the experiences of the researcher, and 
those reported by other passengers during journeys by 
air.
Thus, this thesis examines and illustrates the processes 
underlying the creation, delivery and experiences of airline 
services. It employs case material drawn from the literature, 
from company documents and from original research in order to
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identify the different facets of the way that passengers 
(rather than managers) perceive the quality of service 
experiences. The specific context of this study is the 
technical, regulatory and market place realities of journeys 
by air, particularly those relating to the host airline 
(British Airways) during 1988 - 1990 when the field research 
was undertaken. The outcomes of the study include a taxonomy 
for the analysis of the interactions between staff and clients 
during service encounters, and an analytical framework by 
which passengers’ perception of when problems arise can be 
understood.
1.5 RATIONALE
This study originated in a lengthy delay which the author 
experienced during a transpacific journey in 1984. After 
reflection on what aspects of the delay and its subsequent 
handling by the airline had been particularly dissatisfying to 
the author and his frequent travelling companion, this gave 
rise to the original consumerist gap paper. In particular, as 
we discussed the evolution of the delay together and with 
other travellers, it became clear that other delays of 
equivalent duration had not result in such severe distress.
Therefore, this dissertation enquires into the factors which 
contribute to a passenger’s satisfaction with a journey by 
air, and those which depress satisfaction. Further, it 
considers the technical, regulatory and competitive 
environments within which all scheduled airlines operate as 
contexts to the effectiveness of their service delivery 
systems as evaluated by passengers. This part of the study
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was based on literature reviews, management interviews, a 
review of management documents made available by the host 
airline, and interviews with the airlines managers and client 
contact staff. Two approaches were adopted to understanding 
(modelling) passenger satisfaction. These were the diary 
method in which the researcher acted as reporter on the events 
which occurred during a series of flights which has 
similarities to participant observation techniques. The 
outcome of this phase of the study was a set of constructs by 
which the reports of other passengers following specific and 
critical service incidents could be understood through 
content- analysis. The methods and findings are explained in 
later chapters.
The consumerist gap concept represents a concern to gain an 
understanding of the customers’ perceptions of the factors 
which are significant in their evaluation of service quality, 
and it will be contrasted to other approaches which tend to 
focus on technical and managerial perspectives such as those 
expounded in a series of papers by Parasuraman, Zeithmal and 
Berry, notably in 1985, 1988 and 1990.
Underlying the investigation of the meaning to customers of 
their experiences is a view that this is useful to managers in 
developing a competitive position, and then maintaining the 
advantages gained. Similarly, in their preface Czepiel and 
the co-editors of a study of service systems identified an 
overriding question for those who manage or research service 
industries.
"What makes a service encounter good- good for the
employee, good for the customer and good for the firm?"
(Czepiel et al, 1985).
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In essence, this dissertation argues that an understanding of 
customer perceptions of service delivery is a necessary but 
insufficient condition for satisfactory management of consumer 
experiences. Equally important (but a secondary focus here) 
is an understanding of the organisational and technical 
realities, which underlie the service design or blueprint 
But the blueprint for service enactment is drawn up in the 
context of two constraints. The general technical and 
regulatory factors under which airlines operate are the first 
constraint Secondly the blueprint for two companies 
operating in similar circumstances will differ, reflecting 
certain organisational criteria, most vividly summarised in a 
corporate mission statement reflecting its senior managers’ 
understanding of the contingencies and conditions of a 
particular period, from which is derived the company’s 
business and marketing plan.
The main paradigm in theories of marketing strategy has 
traditionally been the managerial requirement to bring 
potential clients to the point where the action of purchasing 
a product yields satisfaction to the customer and profit to 
the vendor. More recently, it has been accepted that 
purchases are made to gain a range of benefits from use or 
ownership, and this Underlies the concern in this dissertation 
to define the conditions under which passengers are more, or 
less likely to purchase future services from a particular 
airline.
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1.6 STRUCTURE OF THE REPORT
Chapter 2 provides a discussion of the theoretical background 
to the present study, and relates the consumerist gap concept 
to existing models and theories drawn from the literature on 
service management and marketing, and quality control 
systems.
As this study is concerned with passengers’ experiences of 
airline services the distinguishing features of market 
transactions involving services have significant implications 
for the concepts and methodologies proposed in this paper. 
Consequently chapter 3 discusses selected theoretical 
approaches to the analysis of the design, management and 
marketing of services. Of particular relevance is the 
interaction between customers and staff which characterise 
service delivery systems.
Chapter 4 discusses the main technological and regulatory 
constraints under which all scheduled airlines operate at a 
particular period in time. The perspective adopted is that of 
the consumerist gap method: understanding the impacts of 
technical and service features on passenger satisfaction as 
this is regarded as a constraint to service systems 
functioning.
Much of the research was conducted with the support of British 
Airways, and as the consumerist gap concept argues that 
another significant context of customer satisfaction is the 
organisational realities surrounding the delivery of services, 
chapter 5 presents an analysis of the evolving organisational
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climate at British Airways at the time this study began. It 
demonstrates how the airline focussed on determining its 
client groups’ needs and manages the efficient delivery of its 
services. The methodologies adopted included a series of 
interviews with BA managers having varying responsibilities in 
the airline, and a review of unpublished company and 
consultancy reports.
The chapters outlined above provide a foundation for the 
discussion of consumerist gap methodologies and the 
presentation of the findings of this study. Chapter 6 
presents a taxonomy for service analysis which incorporates 
much of the thinking previously discussed in this thesis, and 
it offers a coherent set of terms to be used in contrast to 
the varied vocabulary adopted in the current literature on 
service management
One of the main research methods consisted of a detailed diary 
of the fluctuating satisfaction experienced by the researcher 
on flights undertaken during this study. (Note l.A). Chapter 
7 discusses the observation diary method, considers certain 
methodological weaknesses, and reviews the steps taken to 
validate the method and its application.
Chapter 8 reviews the approaches adopted to solicit other 
passengers’ experiences, and to analyse the reports thus 
generated. A comparison is drawn between the consumerist gap 
methods including focus group research, and content analysis 
of customer correspondence and discusses existing airline 
research practices.
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Attention then turns to gaining an understanding of the 
observation data thus generated. The structure of the core 
observation data is analysed and presented in chapter 9 while 
chapter 10 considers the more detailed narrative content in a 
series of case studies which examine selected aspects of 
airline service such as meal service, and compares categories 
such as economy and premium class travel.
Chapter 11 presents a consumerist gap blueprint for the ideal 
responses to delays from customers’ perspectives as the 
outcome of a case study of service interruptions.
Chapter 12 introduces a discussion of the potential 
application of the study to managerial decisions. This chapter 
offers a synthesis of marketing theory and the consumerist gap 
research emphasising the significance of each passenger’s 
involvement or interest in air travel in their perceptions of 
service satisfaction.
In conclusion, chapter 13 briefly summarises and reviews the 
methods, findings and outcomes of this research project, and 
identifies a number of ways in which the consumerist gap 
methods may be developed in future studies.
The original data generated by the researcher during this 
study is contained in two separate volumes. The flight 
observation diaries are summarised in Appendices 2 and 3 of 
this volume.
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NOTE l.A
The observations presented in this study are not intended to 
be critical of individual staff, or of particular airlines and 
airports, but are analysed as data in model building for a 
research programme intended to further understanding of 
passenger satisfaction management The opinions are my own, 
but I am grateful to the staff of British Airways for their 
frankness.
- 16
CHAPTER 2
CONSUMERIST GAP THEORY
2.1 INTRODUCTION
This chapter expands the discussion of the consumerist gap 
concept which was outlined in chapter 1, and examines the 
theoretical settings of the consumerist gap concept.
2.2 ASSESSING SERVICE QUALITY
The concept of service quality which underlies this study is
receiving increasing attention, as Lockwood has pointed out in
discussing the related context of hotel management
"Hotel companies are increasingly aware of the importance 
of quality and clearly use it in their advertising and 
promotion to customers and in the standards of 
performance set for their employees. There is still 
however some confusion about what quality means." He 
went on to argue that it was important to shift the 
evaluation of quality away from the providor onto the 
consumer. "The management of quality is not therefore 
just a technical problem, but a behavioural one too. The 
hotelier must consider the customers attitudes, 
preferences and perceptions to be able to provide 
quality." (Lockwood, 1989).
Drawing together the themes discussed so far, it can now be 
suggested that two problems result for service managers:
1 They have to decide on the appropriate level of service 
to offer (the enhanced service around its core purpose); 
given the expectations of the target market segment; the 
offerings of competitors; and the technical and staff 
resources of the company.
2 Their second challenge is to ensure that their company 
delivers the specified (and advertised) service
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standards consistently to match the expectations of their 
clients.
It is mainly with the second point, the question of service
quality as experienced by clients, that this study is
concerned. Service quality is a measure of how well the
service delivered matches customer expectations, but:
"Because services are performances rather than objects, 
precise manufacturing specifications concerning uniform 
quality can rarely be set...Because of intangibility, 
the firm may find it difficult to understand how 
consumers perceive their service and evaluate service 
quality.” (Zeithmal et al, 1985).
The view shared by the consumerist gap that service quality is 
produced in the interaction between a customer and elements in 
the service organisation has been referred to by others as 
"interactive quality." This has been explained as meaning 
that quality derives from "the interaction of personnel with 
customers as well as that between customers and other 
customers;" (Lehtinen & Lehtinen, 1982). However, satisfying 
interactions are insufficient for effective service delivery, 
which also requires correct, accurate and timely technical 
performance. Reviewing the literature Gummesson (1988) 
distinguished two approaches to quality. His views are 
summarised below.
1 Technology driven and product oriented definitions,
For example, Crosby (1984) who defined quality as 
conformance to requirements based on company 
specifications.
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2 Fitness for use definitions,
That is market driven and customer oriented, 
focussing on customer utility and satisfaction as 
discussed by Juran (1982).
2.3 THEORETICAL CONTEXTS OF PRESENT STUDY.
The theoretical perspectives listed in Table 2.1 underlie this 
study. Their relationship to the consumerist gap concept and 
methods will be outlined here, and developed more fully at 
appropriate points in the dissertation.
13.1 Systems theoiy perspective
Kaspar (1986) has commended the systems approach in analysing 
tourism as "it brings a range of advantages including the 
abandonment of one dimensional thinking, and because it 
facilitates a multidisciplinary perspective reflecting the 
superordinate systems within which tourism phenomenon occur.” 
These include economic, social, technological, political and 
ecological contexts to tourism management decisions. He 
pointed out that a theoretical image of reality can be gained 
in three ways: by reductionistic, holistic or systemic 
approaches. Reductionism dissects a whole entity into 
separate, isolated units (others have called this approach 
atomisation). That method places the focus on the elements of 
a system, rather than the interrelationships between them.
Holism represents the contrary approach; its proponents regard 
the whole as nonseperable and therefore nonanalyzable.
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Table 2.1
Theoretical contexts of the consumerist gap study
* Systems theory perspectives
* Soft systems theory
* Concepts of quality
* The nature of service experiences
* Service quality
* Perceptions of service quality
* Satisfaction and dissatisfaction
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Kaspar quoted Kuhne’s view that; "these limitations are 
sufficient to abandon both approaches and to search for a 
perspective which enables one to grasp the peculiarities of 
the whole and the specific properties of the parts at the same 
time." The consumerist gap concept, and the methodologies 
discussed later represent an attempt to follow Kuhne’s 
precept, in bringing a systems-theoretic perspective to this 
study.
A systems approach is fundamental to the consumerist gap 
concept In general, a system can be described as an ordered 
set of components; each component is affected by being part of 
the system: its behaviour is constrained by the needs and 
conditions of its setting, and the entire system is affected 
if one component changes. Taking a view of a system is to 
recognize particular systems boundaries; setting a clear 
boundary around the system under investigation emphasizes the 
inputs and outputs for investigation. Outside the boundary of 
any system are a range of other entities which influence its 
activities, and which are affected by them: the system is 
itself part of the environment for other systems.
Typically, three stages are identified in models of system 
processes, inputs are required in the form of equipment, 
skills, resources and client’s demands for an organization’s 
outputs. The system’s outputs include the services which it 
produces, the profit and work which it creates in so doing and 
the satisfaction which its clients obtain. The intermediate 
stage of systems analysis between inputs and outputs is 
concerned with the internal processes whereby an organisation 
transforms those inputs into outputs. The various components
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or elements of the system are interlinked, and the efficiency 
of the system operating within its boundary will be affected 
by changes to any of the elements of which it is composed.
The systems view of any organisation suggests that it exists 
to carry out the activities and processes related to achieving 
its aims; that it controls its activities and communicates 
with the environment about them in order to obtain resources 
and attract support for its products.
The consumerist gap analysis of airline services as a system 
gives the advantage of identifying the main groups of people 
acting in it, or influenced by it: particularly the managers, 
staff, and passengers. The systems view provides a framework 
to understand the effects on these and other stakeholders of 
the system’s operation. If the system inputs are the 
expectations and spending of clients, the skills and attitudes 
of staff, and the resources and skills of management, the 
appropriateness and quality of the system can be assessed by 
the examining the outcomes for each stakeholder group, that is 
the satisfaction experienced by clients of the system; the 
remuneration, work satisfaction and career development of 
staff; while profit and growth of the system can be regarded 
as proprietors’ and managerial outcomes. While the force of 
their point is accepted as important for airlines, this study 
is predominantly concerned with outcomes for passengers.
Proponents of systems analysis also recognise the need for an 
organisation to monitor the external environment within which 
it operates; Georgiades and Phillimore (1975) have recommended 
that any organisation should cultivate its environment in 
order to establish respect and rapport. This dissertation
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reviews in detail the ways in which one airline monitors its 
market places and responds to its passengers’ comments as a 
context to the potential applications of consumerist gap 
methods.
A further level of systems analysis focuses on the various 
subsidiary systems which contribute to an organization’s 
overall functioning. For effective management two aspects 
need to be clearly understood: the effects on outputs of any 
change to its inputs, and secondly, the ways in which its 
processes are organised and controlled. Control over the 
quality and consistency of a system’s outputs requires regular 
sampling of its products, and an effective feedback channel 
between the monitoring and decision making subsystems within 
the organisation.
The consumerist gap methods focus attention on the role of 
management in matching an organizations’ processes to the 
needs of the various groups with a stake in its operations, 
particularly those of passengers. In contrast to the 
scientific approach which is concerned with the analysis of a 
situation by breaking it down into its component parts, the 
systems approach is interested in the interactions of its 
components, and when people are a significant factor in the 
way clients experience the outputs of an organisation, a 
systems approach is particularly appropriate.
2.3.2 Soft systems theory
It is central to the consumerist gap concept that services 
have both a technical (type A) aspect, and a service component
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(type B), in which passengers interact with the staff who 
deliver the service. The type A analysis is comparable with 
"hard systems" which can be understood as specifying a 
productive system which is defined to meet clear performance 
objectives. In contrast, "soft systems" recognises problems 
which are less structured and less amenable to definitions and 
therefore where the outcomes of actions are less predictable. 
These are termed "messy" problems, (Checldand and Scholes, 
1990).
"Problem situations, for managers, often consist of no 
more than a feeling of unease, a feeling that something 
should be looked at, both from the point of view of 
whether it is the thing to do and in terms of how to do 
it... (The soft systems method) is a system of enquiry.
In it, a number of notional systems of purposeful 
activity which might be relevant to the problem situation 
are defined, modelled and compared with the perceived 
problem situation in order to articulate a debate about 
change, a debate which takes in both whats and hows.
- 24
Table 2.2
Soft systems theory and consumerist gap theory
1 Systems thinking takes seriously the idea of a whole 
entity which may exhibit properties as a single whole 
(the emergent properties) properties which have no 
meaning in terms of the properties of the parts of the 
whole.
* Consumerist gap service episodes and the acid test
2 Systems thinking sets abstract systems models against the 
perceived real world in order to seek insight.
* Consumerist gap constructs for content analysis
3 Soft systems methods subsumes the hard systems approach 
when there is local agreement on some system to be 
engineered.
* Consumerist gap Type A situations
4 In examining real-world situations characterised by 
purposeful action, there will never be one "holon" (a 
constructed abstract whole), given the human ability to 
interpret the world in different ways. It is necessary
to create several models of human activity systems and to 
debate and so learn their relevance to real life.
* The contingency framework to consumerist gap research
(Based on Checkland and Scholes, 1990).
* These points relating to the consumerist gap will be 
discussed further at relevant points in the thesis.
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The early studies by these members of the Lancaster group 
confronted the difficulty that in ill-defined problem 
situations it was not possible to answer the questions, "what 
is the system, and, what are its objectives?" Explaining the 
way in which progress was made, Checkland and Scholes 
identified one feature which all had in common, "They all 
featured human beings in social roles, trying to take 
purposeful action."
Atkinson and Checkland (1988) have reviewed the literature and 
identified two pairs of ideas which are common to the concepts 
of systems. The first pair were termed emergence and 
hierarchy. Emergence has the meaning that the combined parts 
of a system when assembled in a particular way determine the 
properties of the whole entity. This view of systems 
postulates that there are layers of reality, a hierarchical 
structure progressing from basic components through 
increasingly complex sub systems to the entity which is the 
subject of a particular enquiry.
The second pair of ideas were communication and control. 
Communications and control are the processes which enable a 
system to respond to its environment, adapting internally to 
external pressures in order to achieve survival. The 
challenge therefore is to develop adequate and effective 
methods of monitoring. The consumerist gap approach is 
intended to contribute through a systematic method 
illuminating how individual passengers experience the services 
which are offered. This dissertation will show how the 
consumerist gap can be related to the four key aspects of soft 
systems thinking which are summarised in table 2.2
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2.3.3 The concept of quality
The concept of quality in manufactured products is widely 
accpeted. Garvin has shown how the statistical measurement of 
a run of products for divergence from specifications such as 
advocated by Shewart (1931), laid a foundation for the 
evaluation of the costs of defects as an answer to the 
question, "how much quality is enough?" Juran (1951) advanced 
the vision of quality by pointing out that the costs of 
quality standards could be viewed as prevention costs or 
defect remedies. Feigenbaum (1956) then focussed on total 
quality control "starting with the design of the product and 
ending when the product has been placed in the hands of a 
customer who remains satisfied..." He also proposed that "The 
first principle to recognise is that quality is everybody’s 
job", thus initiating the strategic approach to quality 
management which is considered throughout this dissertation 
and discussed in the case study of British Airways.
Garvin has remarked that "despite the interest of managers, 
quality remains a term that is easily misunderstood...
Scholars in four disciplines- philosophy, economics, marketing 
and operations management have... each viewed it from a 
different vantage point” He then distinguished between five 
views of quality:
1 Transcendant
that is, synonymous with innate excellence. Therefore it 
is both absolute and universally recogniseable.
2 Product based
That is, a precise and measurable variable. Differences 
in quality therefore reflect differences in the quantity 
of some ingredient or attribute possessed by the 
product
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3 User based
This starts with the premise that individual consumers 
have different needs or wants and the goods that best 
satisfy their preferences are the ones they regard as 
having the highest quality.
3a how to aggregate widely varying individual preferences
3b how to distinguish those product differences that connote
quality from those that merely maximise consumer 
satisfaction.
4 Manufacturing based
Rooted in consumer preferences, the basis of demand, and 
are concerned with the supply side manufacturing 
practices.
5 Value based
Definitions of quality in terms of costs and prices.
Thus, even in the case of manufactured goods, the management 
of quality is problematic. Part of the problem arises from 
the differing views of its meaning and significance taken 
between the various functions of one company as a consequence 
of their task cultures and traditions. "But all share a 
common problem, each is vague and imprecise when it comes to 
describing the basic elements of product quality." (Garvin,
1988).
The degree of quality experienced in a service transaction can 
be considered to give rise to varying levels of customer 
satisfaction: the following factors have been identified as 
significant in understanding the enjoyment of services:
1 Service quality is more difficult for the consumer to 
evaluate than the quality of goods.
2 Service quality perceptions result from a comparison of 
consumer expectations with actual service performance.
3 Quality evaluations are not made solely on the outcome of 
a service; they also involve evaluations of the process
of service delivery. (Lewis & Booms, 1983)
Albrechte and Zemke (1985), after research with BA, identified
four factors which airline passengers considered most
important in their flying experience.
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1 Care and concern, a feeling that the organisation, its 
staff and its operational system are devoted to solving 
their problems
2 Spontaneity, a willingness and readiness to approach 
customers and take care of their problems.
3 Problem solving, contact employees are skilled in their 
duties and perform according to standards, and supported 
by the organisations systems.
4 Recovery, that is if anything goes wrong or something 
unexpected happens there is someone who is prepared to 
make a special effort to handle the situation.
Commenting on this study, Gronroos (1990) pointed out that
spontaneity and recovery were new issues, and are functional
aspects of quality, but only problem solving is a technical
aspect of service management Case studies presented later
will apply consumerist gap insights to distinguish between
effective and inappropriate responses to passengers’ needs
following technical (type A) failures. Gronroos has
distinguished two fundamental aspects to quality, what is
provided by the manufacturer and how it is perceived by the
client Elaborating on this, he wrote,
"What customers receive in their interactions with the 
firm is clearly important to them and to their quality 
evaluation. Internally this is very often thought of as 
the quality of the product delivered. However, this is 
not the whole truth. It is merely one quality dimension, 
called the technical quality of the outcome of the 
service production process. It is what the customer is 
left with when the production process and buyer-seller 
interactions are over. Frequently, but by no means 
always, this can be measured objectively by customers, 
because of its character as a technical solution to a 
problem. However, as there are a number of interactions 
between the providor and the customer, including more or 
less successfully handled moments of truth, the technical 
quality dimension will not count for the total quality 
which the customer perceives has already been received. 
The customer will obviously also be influenced by the way 
in which the technical quality, the outcome or end result 
of the process is transferred to him or her... This is 
the functional quality of the process. Which quality 
dimension, what or how, is the vital part of excellent 
total quality?" (Gronroos, 1990).
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It is this last question which the consumerist gap methods are 
designed to address, that is, to gain an understanding of what 
aspects of a journey by air have most significance to the 
passenger.
2.3.4 The nature of service experiences
The complexity of service industry transactions is a major 
focus of this study. Many factors impinge on customer 
satisfaction; one authoritative article has suggested the 
following typical list of factors under the control of 
managers:
1 Access
2 Communications
3 Competence
4 Courtesy
5 Credibility
6 Reliability
7 Responsiveness
8 Security
9 Tangibles
10 Understanding the customer.
(Zeithaml, Berry and Parasuraman, 1988).
These authors, whose work is fundamental to research in this 
field, suggested that service experiences consist of each of
%
those factors together with others which managers have little 
or no control over. Of particular interest in that second 
category they have identified:
* The customer’s attitude, influenced by word of mouth
recommendation;
* The customer’s personal needs;
* Any past experience he may have had with that company.
The research summarised above had as its major outcome an 
instrument for the measurement of customers perceptions of
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service quality, "SEVQUAL". Zeithmal, Parasuraman and Berry
(1990) explain their method in the following terms,
"We followed well established procedures for devising 
scales to measure constructs that are not directly 
observable. We developed 97 items capturing the ten 
dimensions of service quality identified in our 
exploratory phase. We then recast each item into a pair 
of statements- one to measure expectations about firms in 
general within the service category being investigated, 
and the other to measure perceptions about the particular 
firm whose service quality was being assessed... A seven 
point scale accompanied each statement”
The authors continue by explaining how the original ten 
dimensions for evaluating service quality (shown above) were 
reduced to five, Tangibles, Reliability, Responsiveness,
Assurance, and Empathy. Assurance encompasses the dimensions 
of Competence, Courtesy, Credibility and Security; 
while "Empathy” includes Access, Communications and 
Understanding the customer.
Discussing their findings from a comparative study of four 
service industries, Banking, Long distance telephone, Repair 
and maintenance, and Credit cards, Zeithmal and her co-authors 
show that reliability was regarded as the most critical 
dimension of service quality to their research samples 
irrespective of service sector. Reliability has the meaning 
of "Ability to perform the promised service dependably and 
accurately". In the case of airlines, this equates to the 
core service specification of safe and timely journeys.
The factor which mattered least to current customers was 
tangibles (the appearance of physical facilities, equipment, 
personnel, and communications materials). Zeithmal et al 
pointed out that these latter factors might have more
- 31 -
significant as cues influencing potential customers. This 
point will be discussed in a later chapter in the context of 
varying degrees of passenger involvement with services.
2.3.5 Service quality
The foregoing discussion emphasises the significant link 
between the management of the company’s services and the 
enjoyment of them by clients; and highlights the role of 
consumer judgement in evaluating those services. On a 
societal scale, Morrison (1990) has suggested a link between 
quality awareness and the dynamics of technical change. 
Similarly, the present study indicates that it is critical for 
managers to understand their customers’ perceptions of 
services; and this is the central focus of the consumerist gap 
study. In addition, Gronroos’ 1980 three factor model 
identifying corporate image, technical performance and 
functional quality as determinants of the total quality of a 
service raises two other considerations, the ways in which 
service managers control the delivery of services, and the way 
in which customers perceive the service which they experience. 
These points will be developed in the dissertation.
The approaches discussed in this study offers ways of 
modelling the influences on satisfaction which passengers 
report Similarly, many models of marketing planning and 
consumer behaviour recognise a feedback loop (or loops), a 
mechanism by which consumers are able to express their 
opinions of a company’s current market offering. Feedback 
provides a basis for the producer to modify future output: a 
closer match to consumer expectations may be obtained by
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assessing their opinions of a product’s features or 
performance. The benefit of the consumerist gap method is 
that detailed feedback may be obtained on the way in which 
individual passengers experienced certain service events, in 
their own terms but analysed systematically.
A typical approach to service management is shown in table 
2.3. It is significant as it emphasises the role of 
expectations as the benchmark adopted in the consumerist gap 
model against which passengers evaluate their experiences of a 
service in reaching a judgement of its quality.
Much of the consumerist gap study reported here is structured 
around a similar view of the service encounter interaction 
processes advanced in this model. The consumerist gap 
approach complements existing research methods, and in 
particular it addresses the second issue highlighted above and 
which was also identified as critical by Garvin (1988).
"Market research is needed if products are to offer the 
dimensions of quality that are of greatest interest to 
consumers and if they are to target a defensible quality 
niche."
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Table 2.3
Service management model
1 Orchestrate the encounter
Access, buyers needs, expectations, knowledge of 
evaluative criteria
Process, technical expertise, manage interactions, 
elicit customer participation; Output, satisfying 
service purchase experience.
2 Quality assessment using established expectations as the 
basis for judgement
3 Educate buyers about the unique characteristics of the 
service
4 Emphasise organisational image and communicate the image
attributes of the firm and its service.
5 Encourage satisfied customers to communicate to others
6 Recognise contact personnel’s role
7 Involve customers during the design process.
(George and Kelly, 1983; emphasis placed on second point by 
present author).
- 34
2.3.6 Perceptions of service quality
A constant theme underlying the discussion in this thesis, and
in the literature on service quality is concerned with the
customers perceptions of a service. Perception is the basis
for personal interpretation of the world. Given the wide
range of stimulii we are exposed to, it has been argued that,
’’people tend to select from the myriad stimuli to which 
they are exposed those which appear to be relevant to 
their needs. Information, for example, will be filtered 
through the mesh of personal interests, attitudes, 
motivational structure, social background, and cultural 
influences. Existing personal cognitive structures will 
also affect., the individual.” (Chisnall, 1985).
By extension, perception is also important in the judgement
consumers make of the quality of a product or service. Wilkie
(1986) argued that two key factors determine how something is
perceived, its stimulus characteristics and the
characteristics of the consumer. He continues by indicating
that "The issue of which stimuli consumers choose to perceive
becomes a key question." The question of individually
perceived service standards underlines the problem for
managers seeking to design and deliver services satisfying the
expectations of many clients. Others have discussed the
significance of the point, and the difficulties which result.
’’Customer perceived quality is rather a blend of 
objective facts and subjective judgements, of knowledge 
as well as ignorance. ..Nor can manufacturers consider 
themselves experts... Quality has become an integrating 
concept between production orientation and marketing 
orientation."(Gummesson, 1988).
"Perception of the physical attributes of products is a 
matter of particular interest to marketers... perceived 
differences in products may not necessarily depend on 
intrinsic qualities... as... perception is seldom an 
objective, scientific assessment of the comparative 
values of competing brands." (Chisnall, 1986).
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Syzbillo and Jacoby (1974) have distinguished between internal 
cues, the specific characteristics of the product, and 
external cues including the price, brand images and 
promotional messages employed in its marketing. "Either 
singly or in composite, such cues provide the basis for 
perceptions concerning product quality.” Shiftman and Kanuk
(1987), commented on the role perception plays in quality 
judgements.
"Consumers like to believe that they base their product 
quality evaluations on intrinsic cues, because they can 
justify resulting product decisions (either positive or 
negative) on the basis of rational or objective product 
choice. More often than not, however, the physical 
characteristics they select on which to judge quality has 
no intrinsic relation to the product’s quality."
Moving even further from the "hard” and measurable concerns of
much of the literature dealing with the management of quality,
Campbell (1987) argued that day dreaming and anticipation are
central to the process of consumption in modern society.
Satisfaction is not derived so much from the purchase and use
or consumption of products, as from anticipation of pleasure.
The basic motivation for consumption is to experience
pleasure, but since reality is imperfect, each purchase (can)
lead to disillusionment The significance of this for the
consumerist gap study can be understood from arguements such
as Urry’s that most tourism purchases present a particular
characteristic which make them prone to result in
dissatisfaction for the client
(They are)... "constructed in our imagination through 
advertising and the media, and through the conscious 
competition between different social groups... Tourism 
daydreams are not autonomous, they involve working over 
advertising and other media generated sets of signs.
Almost all the services provided to tourists have to be
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delivered at the time and place at which they are 
produced. As a consequence, the quality of the social 
interaction between the provider of the service, such as 
the waiter, flight attendant or hotel receptionist, and 
the consumers, is part of the product being purchased by 
tourists. If aspects of the social interaction are 
unsatisfactory... then what is purchased is in effect a 
different service. The problem results from the fact 
that the production of such consumer services cannot be 
entirely carried out backstage, away from the gaze of the 
tourist..." (Urry, 1990).
More pragmatically, Zeithmal et al (1988) argued that the 
customer reaches a judgement about the quality of service 
actually experienced when measured against the perceived 
service (based on the determinants of satisfaction discussed 
above). Similar;y, the consumerist gap provides a way of 
investigating the quality of service experiences from the 
perspective of the client The approach is consistent with 
others who seek an explanation of satisfaction in terms of 
consumers’ evaluations of the system along selected 
dimensions.
"This multidimensional notion of reinforcement is at 
the heart of most models of consumer satisfaction., 
it is well articulated in Thibault and Kelly’s 
comparison level theory...This posits that an 
individual assesses the rewards and costs of a social 
interaction by judging it against a comparison level, 
and that this assessment determines the consumer’s 
satisfaction with the outcome of that interactioa.. 
expectations and their confirmation/ disconfirmation 
.."(Crosby and Taylor, 1982).
A particular problem in the evaluation of journeys by air is 
that many of the dissatisfying events occur at airports either 
during check in as passengers wait in queues or when a flight 
is delayed. Thus, the first impressions of the journey may be 
negative, and so the passenger becomes prejudiced against the 
later events in the journey by initial disappointment, drawing 
unwarranted conclusions about the overall quality of that
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service on the basis of a specific incident Since airlines
have relatively little control over conditions at airports,
this presents a difficult management problem as they may be
considered to be buyers acting in a network consisting of
suppliers, subcontractors, other customers, financial
organisations and political decision makers. Drawing on
Calonius (1988) Gronroos wrote,
"In establishing and maintaining customer relationships, 
the seller gives a set of promises, concerning for 
example, goods, services, financial solutions, materials, 
administration, transfer of information, social contacts, 
and a range of future commitments. On the other hand, 
the buyer gives another set of promises concerning his or 
her commitments in the relationship. Then the promises 
have to be kept on both sides if the relationship is to 
be maintained and further developed for the mutual 
benefit of the parties involved." (Gronroos, 1990).
2.3.7 Satisfaction and dissatisfaction - further 
discussion
In the previous chapter an initial distinction was drawn 
between outcomes of service quality as perceived by clients in 
terms of satisfaction or dissatisfaction experienced to 
varying dgrees.
Drawing on Festinger’s work, dissatisfaction has also been 
defined as a state of cognitive or affective discomfort caused 
by an insufficient return relative to the resources spent by 
the consumer at any stage of the purchase consumption process.
"The disconfirmation paradigm maintains that satisfaction 
is related to the size and direction of the 
disconfirmation experience where that is related to the 
person’s original expectations." (Churchill and 
Surprenant, 1982).
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The critical distinction drawn in the consumerist gap study is 
between two types but varying intensities of outcome for 
clients, that is their perceived satisfaction or 
dissatisfaction compared with what that passenger had 
anticipated. The steps in the diary method of studying this 
can be described briefly here, but will be disussed in detail 
in subsequent chapters.
1 Events during each flight are classified according to 
whether they depressed or boosted satisfaction.
2 The consumerist gap acid test is applied to each flight 
observation series as an indicator of the observer’s 
feeling about whether the level of satisfaction 
anticipated was delivered during the flight. In addition 
to this fast, initial judgement a second measure of 
overall service quality has been developed, a service 
satisfaction index.
(These methods, and the relationship between the acid test and 
the satisfaction index will be explained in subsequent 
chapters of this dissertation).
One of the features distinguishing service purchasing from the 
market for goods is the process nature of service 
transactions: the view that clients contribute to the 
production of their purchase, and may therefore be 
instruemental in their own satisfaction experiences.
"The process is the product. We say ’airline’ 
when we mean ’airtransportation’ ...The use of 
nouns obscures the fundamental nature of 
services, which are processes, not objects."
(Mcluhan, 1964, paraphrased).
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The significance of these satisfaction outcomes for the firm 
is that after the evaluation of service experiences 
passengers’ subsequent purchasing behaviour will range along 
a continuum from "continue purchase behaviour" when the 
traveller is satisfied, to "change purchase behaviour" 
following dissatisfaction; (Moutinho, 1987, adapted- Note 
2. A). The implications from the consumerist gap view of 
customer experiences are that satisfaction can be managed at 
various stages in the services process, notably in building 
levels of anticipated satisfaction, in the design of service 
systems, the delivery of service experiences, and particularly 
in the responses to any service interruptions which may 
occur.
This accords with the view of Shostack (1985), a leading 
contributor to the analysis of service systems, who suggested 
that when satisfaction is absent:
1 Satisfaction can be restored by increasing the return to 
the customer after any dissatisfying experience.
2 Dissatisfaction is a matter of degree and does not 
automatically cause a buyer to desert the seller.
Specific examples of responses to passengers’ satisfaction 
following service interruptions and other failures are 
analysed in case studies later in this dissertation.
2,4 SERVICE GAPS
The benchmark service satisfaction model summarised below, and
 ^ 7
the evolution of the SERVQUAL method discussed previously 
accord with the consumerist gap view that consumers’
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Table 2.4
Service gaps and consumerist gap methods
SERVQUAL 
SERVICE GAP
CONSUMERIST GAP 
METHODS
1 Consumer expectations/ Focus group
Management beliefs Customer correspondents
Management interviews.
2 Management intentions/ Management interviews
Service specifications Company documents.
3 Service specifications/ Management interviews 
Service delivered Company documents
Observation diary 
Reports
4 Service delivered/ 
Service advertised
Observation diary 
Reports
5 Sum of all gaps Case studies
(Source for SERVQUAL: Parasuraman, Zeithmal and Berry, 1985).
(In the chapters which follow the methods and application of 
the consumerist gap concept will be discussed. It will be 
shown how flights can be examined for the factors which 
influence satisfaction, whether boosting or depressing it).
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perceptions of quality and their satisfaction with a service 
are influenced by a series of gaps, although the emphasis in 
the Parasuraman et al approach is on technical and managerial 
aspects, in contrast to the present study which is concerned 
with the clients’ experiences. Table 2.4 indicates the 
relationship between those gaps and this consumerist gap 
study.
2.5 CONCLUSION
This chapter has discussed the consumerist gap concept which 
is concerned with the way individual consumers see and assess 
service systems and delivery, and thereby it offers managers a 
counterpoint to their own knowledgeable and specialised 
evaluation of service quality.
The following three chapters set out the specific operational 
context for this consumerist gap research, those of service 
industry management(chapter 3), of airline operations (chapter 
4) and the managerial approaches adopted in British Airways, 
the host airline for much of this study (chapter 5).
Subsequent chapters of this report will develop a discussion 
of the consumerist gap methodology and demonstrate how it may 
be applied to gain an understanding of the significant factors 
in customers’ experiences and indicate its potential 
contributions.
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NOTES
2. A
Moutinho’s model deals with the special case of destination 
purchase behaviour. He argues that satisfaction may lead to 
discontinuance of the vacation purchase ’because it is a one­
time problem.’ His analysis is based on the predictive value 
of the relaxation and leisure motive, and it hinges on the 
person- environment fit
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CHAPTER 3
SERVICE INDUSTRY ANALYSIS AND MANAGEMENT
3.1 INTRODUCTION
It has been suggested that there are special characteristics 
which pose vexing problems for service managers not faced by 
those in the goods sector; the implication being that 
strategies for designing, marketing and managing services 
which had been developed from experience with manufactured 
goods are insufficient or inappropriate. (Zeithmal,
Parasuraman and Berry, 1985). This chapter will relate the 
consumerist gap concept to the literature concerning service 
industry management.
3.2 BASIC CHARACTERISTICS OF SERVICES
A number of basic assumptions are common in the literature 
concerning the characteristics distinguishing the marketing of 
services from the goods sector. The following list of five 
factors is typical, and will be discussed in turn.
* Intangibility
* Inseparability
* Heterogeneity
* Perishability
* Ownership.
(Cowell, 1986).
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3.2.1 Intangibility
A range of tests have been proposed for this factor, ranging 
from whether the purchase can be touched (services cannot) and 
the degree of difficulty which clients experience in 
understanding the nature of their purchase (Bateson, 1977). 
Wilson (1972) has distinguished different degrees of 
tangibility, retailing being described as a service that makes 
a tangible product available, in contrast with travel services 
which are essentially intangible. In reality most purchases 
have both tangible and intangible aspects, and so are located 
somewhere between the two extremes of this service tangibility 
continuum.
The significance for this study of characterising travel, 
including journeys by air, as largely intangible lies in the 
consequent difficulty for clients of judging the outcomes of a 
service transaction.
3.2.2 Inseparability
This is a critical foundation of the consumerist gap approach, 
as it emphasises the essential feature of services, the 
interaction required to deliver a service between the customer 
and client contact staff (Rathmell, 1974). Thus, Gronross 
(1978) has argued that inseparability causes marketing and 
production to be highly interactive. It is widely recognised 
that services are performed with the participation of the 
customer, and the inseparability of production and consumption 
means that each service interaction is in some respects 
unique. For example, the American company Federal Express
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defines its service as "all actions and reactions that 
customers perceive they have purchased". (Lovelock, 1984).
3.2.3 Heterogeneity
Cowell (1986) wrote of this feature,
"Even though standard systems may be used, for example to 
handle a flight reservation... each unit of service may 
differ from other units."
In the consumerist gap study considerable emphasis is given to 
examining ways in which phases of one flight differed from 
similar phases on other flights.
3.2.4 Perishability
This aspect presents a significant managerial problem, its 
meaning is that a service such as an airline seat for a 
specific journey cannot be stockpiled for sale at a later 
date. However, in the present study this has not been a focus 
of concern.
3.2.5 Ownership
This factor has limited relevance to the consumerist gap 
study, its meaning is that the customer does not take any 
legal title as a result of purchasing access to service 
facilities. That is, the seat bought on a flight today by one 
passenger will be used by another passenger tomorrow.
However, to the extent that the first passenger misused or 
abused the facilities on a flight, or to the extent that 
routine maintenance and cleaning was not carried out between
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flights, passengers may adversely affect the satisfaction of 
subsequent customers.
In summary, the various services share many characteristics, 
but what is significant is the degree to which a particular 
subject of study has each of these characteristics, and the 
relative importance of each. The consumerist gap approach 
explicitly recognises the contingencies of technology, 
competition, regulation and organisational culture as 
significant in the design and delivery of services, as the 
following chapters will show.
3.3 SERVICE FEATURES AND PURCHASING DECISIONS
3.3.1 Core and enhanced services
Marketing theorists have pointed out that all purchases are 
made to satisfy needs. The item purchased must be able to 
perform the function claimed of it, and for which it was 
primarily acquired. Thus, the core of an airline’s market 
offering is its capability of transporting its clients safely 
from airport A to airport B at the times agreed.
However, it has been argued that customers buy a total package 
having the combined characteristics of solving their 
purchasing problems. As Kotler and Armstrong (1987) put it;
"to best satisfy customers, the producer has to offer an 
augmented product" It is these additional features of 
products which have been identified as the locus of new 
competition:
"The new competition is not between what companies
produce in their factories, but between what they add
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...in the form of packaging, services, customer advice, 
financing....and other things that people value."
(Levitt, 1969).
In common with most other businesses, airlines offer more than 
basic transport in an attempt to succeed against competition, 
whether by other airlines or by alternative modes of 
transport The enhanced airline product includes physical 
comfort to specified standards, in flight entertainment and 
stylish, appetising meal or beverage service. Other 
improvements to the basic transport service include airport 
facilities, and special attention to passengers’ individual 
needs as each airline seeks to create an image as part of its 
marketing strategies to distinguish its appeal from other 
airlines. The particular characteristics of scheduled airline 
services as they impinge on passengers’ experiences are 
examined in chapter 4.
3.3.2 Purchasing decisions and consumer involvement
The purchasing decisions of customers, whether past, present 
or potential are crucial to any company; existing customers 
generate flows of both revenue and information. The 
perceptions, attitudes and preferences of current clients are 
important data to companies seeking to understand their 
behaviour. A valuable distinction has been drawn between the 
attitudes of customers to whom a particular purchase has 
personal importance, and those to whom it has merely 
utilitarian or routine significance (Chase, 1978). It has 
been suggested that customers’ purchasing behaviour may be 
considered to be distributed along a continuum from 
"routinised response behaviour to extensive problem solving."
- 48
(Howard, 1977). For customers whose involvement with airline 
services is high, their search behaviour is likely to be 
extended, and as the model developed in this section suggests, 
they are likely to be concerned with the enhanced aspects of 
the product
Consumer involvement has been defined in the following terms: 
"a state of energy (arousal) that a person experiences in 
regard to a consumption-related activity.” (Cohen, 1982).
Cohen considered that involvement is high when customers are 
enjoying a service. He also pointed out how it occurs within 
specific settings. Both points are significant to the 
development of this study. Evidence will be presented later 
in the study indicating that there is a real increase in the 
level of arousal experienced (reported) by passengers during a 
service failure. Secondly, several phases have been 
identified in flight services, and the level of passenger 
involvement appears to differ between phases such as meals or 
events at the airport.
A further factor is that the consumerist gap analysis and case 
studies point to the significance of the distinction between 
core and enhanced airline services. It is suggested that 
passengers have varying levels of involvement in the airline 
service, some regarding it instrumentally as the interval 
between departure and arrival, others looking forward to (or 
dreading) the experiences enroute. A model which integrates 
the consumerist gap analysis with consumer involvement 
insights is introduced and discussed in chapter
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3.3.3 The role of customer expectations
In the original consumerist gap model, and in those introduced 
later in this dissertation, customers’ expectations of service 
standards are indicated by the level Ao on the continuum from 
dissatisfaction to satisfaction. Thus, the model leaves 
unquantified the exact nature and level of satisfaction 
anticipated, allowing it to fluctuate both between passengers 
on one flight, and between the various flights undertaken by 
individual passengers.
The model accepts expectations as a fuzzy concept, rooted in 
individual experiences, moods and values, and evaluated by 
individuals in terms of their perceptions of complex factors 
in the delivery of services including notably the technical 
(type A) and interactive (type B) elements discussed 
throughout this dissertation.
It will be shown in subsequent chapters how expectations are 
linked to the experiences of one flight, and how the 
experience of a particular flight can be a formative factor in 
anticipating satisfaction with subsequent flights on a 
particular carrier.
3.3.4 Customer-service organisation interface
The outcome of the marketplace test of any enhanced airline 
service is dependant on how its delivery impacts on customer 
satisfaction. Two major variables are the technical resources 
provided by the company; and the skills and attitudes of its 
staff. Case studies later in this dissertation will indicate
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how the consumerist gap approach can discriminate between 
successful and less effective airline service delivery from 
the customer’s point of view.
The point at which a customer interacts with the organisation
has been recognised as a major organisational design variable.
(Chase & Tansik, 1983). Part of the problem is that services
are delivered by people to other people, and this makes the
staff- their appearance, attitudes, competences and behaviour
towards the customer, towards each other, and towards their
employer a significant factor in the service experienced by a
customer (Shostack, 1985). A major factor is that task
uncertainty is greater when staff work in direct contact with
clients. The interaction creates uncertainty for service
employees primarily because clients’ behaviour cannot be
accurately predicted (Bauer, 1968), yet staff have to
communicate and interact with customers in performing their
work. Similarly, Weitz (1981) has conducted research which
demonstrated that sales representatives who modify their
approach contingent upon customers behaviour are more
effective. But in services the significance of effective
interactions goes beyond delivery; it seems that the ability
of workers to "perceive customer desires...and adjust (their)
role behaviour accordingly is crucial." (Solomon et al, 1981).
Another perspective has been proposed,
"an airline stewardess... plays a marketing role in her 
firm by representing the firm to the public and by 
delivering its products through direct interaction with 
customers" (Nyquist et al, 1985).
The term servuction has been coined for the involvement of 
customers in the production of service.
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"In participating in the servuction the customer helps* 
or makes difficult- the process. Consequently, 
servuction quality is partly the result of interaction 
and joint efforts between the customer and the service 
provider; it is a result of the division of labour." 
(Gummeson, 1990).
This study is mainly concerned with the interaction between
passengers and staff, including those at the airline
reservations centre, at check-in and the boarding gate, and
the stewards and stewardesses who deliver in flight service.
From a managerial perspective, it is also significant that
passengers are likely to be served by some staff from other
companies at certain stages in a journey, and it will be
explained in subsequent chapters how contractors or
other companies are recognised in the observation diary. This
dependency of one company on the performance of others has
been discussed in the following terms.
"A company can be viewed as a node in an ever-widening 
pattern of interactions, in some of which it is a direct 
participant, some of which affect it indirectly and some 
of which occur independently of i t  This web of 
interactions is so complex and multifarious as to deny 
full description or analysis." (Ford, Hakansson and 
Johansson, 1986).
Upah and Fulton, (1985) have also referred to this.
"Some customer contact tasks are performed more 
efficiently by intermediaries- usually relating to 
initial contact prior to delivery of the core service.
...It weakens the control of the firm but may reduce 
costs".
Gummesson has introduced another term ’part time marketer’ to 
refer to staff who influence customer satisfaction without 
belonging to the marketing or sales department.
3.3.5 Service encounters
A main focus of interest in this study is the effect on
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passenger satisfaction of their interactions with the staff of
an airline and other companies supplying facilities for their
journey. This emphasis on service encounters reflects other
writers’ views.
"Since service encounters are the consumer’s main 
source of information for conclusions regarding 
quality and service differentiation, no marketer 
can afford to leave the service encounter to 
chance". (Shostack, 1985).
Similarly, Adams (1976):
"Employees of service organisations are often as 
close to their customers psychologically and 
physically as to other employees. They are the 
organisation’s most immediate interface with the 
customer."
These interactive aspects of service encounters are 
significant at a more fundamental level: interactions with 
other people are basic human activities, and occupy a large 
part of our time. Poor service encounters affect the quality 
of every day life and staff may spend their entire working day 
in repeated service encounters. This study demonstrates how 
the quality of the psychological outcomes to clients and staff 
are partly dependant on managerial decisions about the design 
of service delivery.
Gummesson discussed a second meaning to the part time marketer 
concept which was discussed in the preceding sectioa This 
secondary meaning emphasises another critical aspect of the 
interactionist nature of services, that is the dependency of 
the company for its performance efficiency on the cooperation 
of its clients. It will be shown in the case studies that 
this becomes a critical weakness in the service blueprint (a 
concept to be discussed later) when a service interruption 
occurs.
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"The direct contacts between the customer and 
an employee of the service firm are referred to 
as the service encounters or moments of truth.
These are natural opportunities emerging in the 
production/delivery process; for example, the 
interaction between a doctor and a patient, a 
bank manager and a client, a flight attendant 
and a passenger. Both the doctor, the bank 
manager and the flight attendant become part- 
time marketers: the customer becomes a co 
producer and a prosumer (the terms PRO-ducer 
and con-SUMER as suggested by Toffler 1980).
Looking at it from the opposite angle the term 
part time employee can be used to signify the 
customer’s role. If the customer does not 
cooperate...the services cannot be properly 
produced and delivered." (Gummesson, 1990).
This line of reasoning has led Shostack (1985) to argue that:
* The encounter can be controlled
* It can be enhanced.
By focussing on passengers’ experiences during service 
episodes, this dissertation explores the aspects of service 
encounters which are important to them in boosting or 
depressing their satisfaction.
3.4 SERVICE DESIGN AND BLUEPRINTING
3.4.1 Service blueprinting
In recognising the problems of designing and managing service
deliveiy systems, Shostack has introduced the technique of
service blueprinting, an analytical tool which can facilitate
the understanding of how clients experience services, and
which can help to identify problems in them.
"Examples of poor service are widespread, in 
survey after survey services top the list in 
terms of consumer dissatisfaction. ..Faced with 
service problems, we tend to become somewhat
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paranoid Customers are convinced that someone 
is treating them badly, managers think that 
recalcitrant individual employees are the 
source of the malfunction. Thinly veiled 
threats by customers and managers are often 
first attempts to remedy the problem, if they 
fail, confrontation may result..The 
development of a new service is usually 
characterised by trail and error. Developers 
translate a subjective description of a need 
into an operational concept that may bear only 
a remote resemblance to the original idea. No 
one systematically quantifies the process or 
devises tests to ensure that the service is 
complete, rational, and fulfils the original 
need objectively. No R and D departments 
laboratories or service engineers define and 
oversee the design. There is no way to ensure 
quality or uniformity in the absence of a 
detailed design. What piecemeal quality 
controls exist address only parts of the 
service." (Shostack, 1984).
Shostack has suggested that the value of service blueprinting
is that the many interactions between clients and the
providers of complex services can be identified from the
underlying technical design:
"In a blueprint one can trace through all the 
components of the underlying design and see how 
they culminate in the various encounter points 
during which the customer interacts with the 
service.’
Blueprinting a service in this way shows that in many 
instances little of the service is actually visible to the 
consumer. (This is somewhat similar to the dichotomy between 
front and back region performances originally distinguished by 
Erving Goffman, 1959). Other writers have constructed models 
of service organisation and delivery systems; for example 
Chase and Tansik (1983) have highlighted the points at which a 
customer interacts with the organisation, distinguishing 
between "front and back office" activities schematically.
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Similarly, Hauser and Clausing (1988) have discussed the
application of customer attributes (CAs) in products.
"A set of planning and communications routines 
focuses skills within a company to design 
manufacture and market goods that customer want to 
purchase and will continue to purchase... A 
conceptual map that provides the means for 
interfunctional planning and communications...CAs 
can be grouped into bundles of attributes that 
represent an overall customer concem..,Some 
companies are experimenting with state of the art 
research techniques that derive groupings directly 
from customer responses... CAs can be ranked in 
order of importance to customers.... Their 
evaluation of competitive product performance can 
be compared."
The contribution of the consumerist gap approach to service 
blueprinting which will be explained in detail later is to 
demonstrate that if the design works against the service it is 
likely that clients will experience dissatisfaction as staff 
will be less likely to deliver the performance standards 
expected of them, and the method provides ways to investigate 
specific situations by investigating the clients’ 
perspectives, free of the underlying technological, regulatory 
and commercial realities, although these of course provide the 
contexts to managerial decisions for traditional methods of 
service design.
3.4.2 Staff influence on service satisfaction
Much of the service literature is concerned with an 
interaction dyad, in which one client is served by one contact 
person representing the company. Such analyses have 
traditionally been centred on dyadic interaction at the point 
of sale (Evans, 1963; Olshavsky, 1973). However, in airline
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services the presence of other people may sometimes become a 
significant factor in passengers’ experiences. Such 
transactions are performed in a public setting, recorded in 
the consumerist gap diary analysis by relevant categories 
discussed in later chapters. Additionally, the analysis 
recognises that often the service affects more than one 
client
During service delivery airline staff have a significant power 
differential over passengers based on their greater technical 
knowledge of the complex service delivery technology 
surrounding flights, and their company’s service design (or 
blueprint). This differential is further emphasised by the 
style differences between carriers, which means that 
passengers experienced on one airline, type of service or 
class may have misperceptions of another airline’s practices.
This point becomes significant when routine service delivery 
is disrupted and passengers demand or expect particular 
responses to their own needs, or when they complain formally 
after such an occurrence. The case studies presented later 
will demonstrate how this may occur. (See also note 3. A).
Furthermore, the observation data base records a number of 
events when the response to a passenger’s difficulty has been 
for the member of staff involved to summon the assistance of 
colleagues. While the outcome has sometimes been effective, 
the increased complexity of the resultant interaction has 
tended to increase the uncertainty and to raise the 
apprehension of passengers.
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The foregoing discussion of service design has again
emphasised the role of contact staff in the satisfaction of
clients. Given the significance of staff attitudes and
behaviour, Mills et al have pointed to the significance of
control mechanisms.
"Very little empirical work has been undertaken 
to determine how employees in organisations 
control themselves. The results from limited 
work would seem to suggest that self-management 
is related to (organisational) structure. Staff 
are actually part of the service." (Mills et al,
1983).
This point of view indicates the importance to management of 
gaining the full support of staff at all levels for a customer 
oriented service delivery. The case study of BA’s approach 
to the management of its passengers’ experiences is partly 
concerned with how this was achieved in one airline.
3.5 THE MANAGEMENT OF SERVICE QUALITY
3.5.1 Service quality issues
One of the significant factors distinguishing services from 
manufactured goods is the relative difficulty of developing 
and implementing effective quality control programmes. The 
consumerist gap method focuses on customer satisfaction as the 
dependant variable of service encounters, technology and 
management By examining the factors influencing passengers’ 
changing satisfaction, another measure of the effectiveness of 
any quality control systems in place can be activated; and the 
benefits of additional quality control systems can be 
assessed. The appropriateness of the technical design of 
delivery systems can also be explored, and together with an
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understanding of the meaning to customers of their
experiences, is helpful to managers seeking to develop a
competitive position, then maintain the advantages gained
The Chief Executive of British Airways expressed the challenge
in the following terms.
"Why not merely run an airline which is so good 
that it never has any problems? May I assure you 
that we are in a service business, and service 
businesses deal with people. There is never one 
perfect set of answers for dealing with people 
problems, otherwise they would not be people.
What makes service businesses so interesting and 
so complex is that their prime stake in trade is 
people relations, and we are expected to handle 
those relations in the hurly burly of commerce, 
not in the quiet professionalism of a therapist’s 
room." (Marshall, 1986).
The quality standards developed and implemented by an 
airline’s managers are significant in two critical ways to the 
consumerist gap approach.
1 The level of service which management sets may be higher 
(or lower) than passengers’ anticipation of service 
standards.
2 Quality systems may not control service standards in ways 
which match passengers’ anticipation. (Note 3.B).
3.5.2 Quality control in service delivery
The concept of quality is difficult to apply to services. The 
problem is to establish a link between service characteristics 
and customer perceptions of quality. In a wider frame of 
reference, Garvin (1988) showed how Taguchi has focussed 
attention on "the loss function of quality, the costs imposed 
on society by shipping a product which does not conform to
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specification." Similarly, although on first consideration 
airline passengers’ dissatisfaction may be considered a 
private matter, it can be argued that part of the burden may 
be regarded as a social cost Delay may impose costs on their 
employers; discomfort may lead to ill-health and impose 
consequent health care costs on society. Further, 
dissatisfied passengers exhibit complaining behavior which 
turns the attention of others to their discomfort, thus 
imposing costs and lost revenue opportunities on the service 
provider.
3.5.3 Service standardisation
The criteria for service delivery are usually measured in 
terms of human or machine performance. Locke et al (1981) 
argue that such goals must have the characteristics of being 
specific, accepted, covering important job dimensions, be 
reviewed, with appropriate feedback, be measurable, 
challenging but attainable, and match individual 
characteristics. Similarly, American Express is reported to 
have developed 180 measures of timeliness, accuracy and 
responsiveness (Amex, 1982).
One strategy is to eliminate employee discretion and judgement 
whenever possible in the production of a service (Saaser,
Olsen and Wycoff, 1978). This approach relies on the 
specification of tasks to a standard of performance expected 
by management, and provides the basis for measuring the 
effectiveness of staff performing services. The following 
steps towards service standardisation have been suggested:
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1 Hard methods:
the substitution of technology for human effort and 
personal contact
2 Soft methods: 
improved work methods
3 a combination of hard (1) and soft (2) technologies.
(Levitt 1976).
However, increasing standardisation implies a reduction in the
discretion allowed to individual employees, and this
contradicts an important research finding:
"Where employees perceive that they can act 
flexibly .. in problem situations encountered in 
providing services control increases and 
performance improves".
Similarly, efficiency goals may conflict with the customers 
expectation of warm and friendly service. A particular 
problem for companies operating from many branches is that 
strong advertising messages concerning a company’s special 
service style means that consumers will expect similar 
standards in each, so management cannot allow operating units 
significant autonomy.
In common with other studies, this research has identified two 
factors contributing to the quality of service experiences: 
the issue of technical competence (type A), and secondly the 
interaction between staff and clients (type B).
Some aspects of the influence on customer satisfaction of 
technical variables such as a delay can be measured 
objectively, while others reflect the differing personal 
standards of what constitutes acceptable performance. A 
previous section in this dissertation has pointed to the 
significance of the way in which passengers understand a 
service. Many writers agree that service quality can be
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measured through customers’ service quality perceptions;
(Schneider et al, 1980; Mills et al 1983; Schneider & Brown,
1985; Shames and Glover, 1989). Similarly, other authorities
have defined ’perceived quality of service’ as
"Dependant on the relationship between the expectations 
of the consumer vis a vis the service and the consumer’s 
perceptions of the service. The outcome of the 
evaluation process through which the consumer 
automatically goes may be viewed as an operational 
definition or service quality...Thus, quality is not 
inherent in the properties of the product or service 
itself, but is a function of the consumer’s CS/PS 
(consumption specific /product specific) values which 
govern expectations and perceptions." (Klien, Lewis and 
Scott, 1989).
3.5.4 Significance of achieving a company wide customer 
orientation.
The foregoing discussion has indicated that satisfactory
service experiences call for a systematic approach to quality
control. This suggests both that the organisation should be
designed around good service delivery, and that its management
should be constantly focused on quality issues, designing the
system from that perspective, as Feigenbaum, (1956)
suggested. More recently Garvin has contrasted manufacturers
approaches to quality programmes in America.
"At the best plants audit problems triggered an 
educational process in which the line workers were 
brought to the audit area to review units and discuss 
ways of avoiding future problems... despite the 
diversity (in their backgrounds, attitudes and so on) 
the common goal was to increase employees sensitivity to 
quality and to avoid repeated mistakes." (Garvin,
1988).
An additional factor in many services is that the variety of 
tasks involved calls for a team based approach.
Consequently, it has been pointed out that "Team work is the
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focus of service quality programmes in several firms known
for their outstanding customer service.” (Garvin, 1986).
Similarly, the author cited above in the discussion of
service blueprinting found that in
"Superior service firms... a consistent pattern to the 
managerial process is evidenced. One sees a 
pronounced emphasis on controllable details, continuous 
investment in training, a concern with the customer’s 
view and reward systems that place value on service 
quality. In poor service firms however, one sees an 
internal rather than external orientation, a production 
orientation, a view of the customer as a transactions 
generator, a lack of attention to details affecting the 
customer, and a low priority placed on "soft" service 
quality values." (Shostack, 1985).
3.5.6 Managing service companies
The traditional paradigm for organisational structures is 
hierarchical and has the effect of separating managers from 
clients. Peters (1985) has criticised the ability of managers 
in such organisations to take good decisions, and recommended 
"turning the organisational pyramid upside down." The result 
is a change in strategic thinking according to the principles 
of service management, with a change in priorities, and the 
responsibility for operational decisions moved from staff 
functions and management to those involved in the buyer and 
seller interactions and thus immediately responsible for the 
moments of truth which customers experience.
In an American study, successful service managers were found
to share the following traits-
* Obsession about listening to and responding to changing 
customer wants, needs and expectations
* Create and communicate a well-defined, customer inspired 
service strategy
* Develop and maintain customer-friendly service delivery 
systems
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*  Hire inspire and develop customer-oriented frontline 
people.
(Zemke and Schaaf, 1989).
Their discussion of this finding provided the foundation for 
an organisational model which Zemke and Schaaf termed the 
triangle of service. This places customers in the centre of a 
triangle whose base is the system and the people involved in 
it, while the organisation’s service strategy forms the apex.
This model is reproduced in Figure 3.1
Similarly, in this thesis, services are seen as a system 
within which the company, its staff and customers interact in 
technical and social processes. The output of particular 
concern is customer satisfaction or dissatisfaction; although 
the significance of consequences for staff and the company are 
also recognised. What the consumerist gap method attempts to 
do is to capture the reality of the service experience as it 
occurs; and as it is perceived by the client and to present 
this as data against which managers may consider their service 
strategies. Accordingly, the dissertation later presents a 
discussion of internal marketing (a mode of organisational 
development) and illustrates this with the case study of BA’s 
evolving organisational culture and practices.
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Figure 3.1
The Triangle of service
Strategy
CUSTOMERS
Systems 'eople
0
i
Zemke and Schaaf, 1989.
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Burford (1975) interviewed the then Chairman of United
Airlines and reported his views on managing that airline.
"Long term, Carlson sought out a corporate structure that 
would enable United, despite its great size, to have the 
size and flexibility of a small organisation in meeting 
the demands of the marketplace and in contending with its 
competitors... Visible management...in my case I have 
roughly 50000 employees. Having this job, I dont have to 
stand for reelection in the sense that I would if I were 
in the legislature.. On the other hand, if my 
constituency-the employees- dont support the programmes 
that management develops, there’s no way those programmes 
can succeed....I started out to meet as many people as I 
could to explain to them what was happening to their 
company and to solicit questions from them as to what 
they thought should be done, and openly to establish some 
credibility.” (Burford, 1975).
In another airline which had experienced severe difficulties a
range of development programmes were introduced by the new
management team. One aspect was described as follows.
"BA’s objectives in Managing People First were to make 
managers more decisive and creative, more responsive to 
the needs and concerns of their staff and colleagues and 
more effective in motivating their employees to use their 
own judgement and initiative." (Bruce, 1987).
Table 3.1 summarises themes in the literature which argue that 
the role and the characteristics of the chief executive 
officer (CEO) are significant in implementing organisational 
change. A case study in chapter 5 examines the crisis BA 
faced in the early 198G’s, traces the development of the 
customer care programmes, and alludes to the significant role 
of both the Chairman and the Chief Executive in the change 
processes. It shows the emphasis placed on achieving an 
awareness of its customers’ needs as a foundation of the new 
organisational culture.
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Table 3.1
Role of the Chief Executive Officer in implementing customer
orientation
1 The successful CEO develops a compelling vision of the 
future.
2 He translates the vision into reality by concentrating on
keys to success.
3 He is involved in the actions necessary to carry out the
vision
4 He motivates employees to embrace the vision
5 He constantly articulates the vision throughout all
organisational levels.
(Sources: Bennis, 1968; Berry', 1988 (cited in Gronroos, 1990);
Kanter 1983; Levinson, 1971; Zaleznik, 1977).
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The concept of organisational culture has been defined as; 
"...the pattern of shared values and beliefs that help 
individuals understand organisational functioning and 
thus provide them norms for behaviour in the 
organisation. That is, organisational culture is related 
to the causality that members impute to organisational 
functioning." (Deshpande and Webster, 1989).
3.6 CUSTOMERS IN THE SERVICE SYSTEM
A further problem is to manage the fit between the customer 
and the service operation. The effect of interaction between 
customers and staff may work in both directions: the 
observation diaries provide examples which support other 
researchers’ findings that staff attitudes as well as their 
behaviour can depress or boost passenger satisfaction. Other 
observations indicate that the behaviour and perceived 
attitudes of passengers can please or distress staff.
Supportive customer behaviour has been shown to correlate 
positively with job satisfaction and performance, whereas 
instrumental behaviour by passengers has negative outcomes for 
staff (Bowen, 1983). He defined instrumental behaviour as 
"telling staff how to perform their tasks."
A complicating factor is that passengers have differing
expectations of the service:
"Customer expectations and requests that exceed the firms 
ability to perform account for 74% of the reported 
communications difficulties. This implies that., even 
if the system is working at optimal efficiency, employees 
can expect to face a large number of communications 
difficulties." (Nyquist et al, 1985).
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The authors quoted above went on to identify nine service 
situations likely to cause problems for staff:
1 Unreasonable demands
2 Demands against policy
3 Unacceptable treatment of employees
4 Drunkenness
5 Breaking social norms
6 Special needs customers- psychological, language or 
medical difficulties.
7 Unavailable service
8 Unacceptably slow performance
9 Unacceptable service 
(Nyquist et al, 1985).
Taken together, this discussion demonstrates that the nature 
of the service interface, and the quality of contact between 
clients and staff can enhance or detract from:
1 achieving customer satisfaction
2 achieving staff satisfaction.
3 accomplishing the organisation’s mission
3.7 COMMUNICATING SERVICE DIFFERENCES
Despite the many technical and regulatory constraints under 
which all airlines operate, as will be discussed in chapter 4, 
many companies try to establish specialised positions in the 
market by developing differentiated services for major client 
segments. Their individual style of service is communicated 
to potential passengers by formal marketing means under the 
control of the company including price and advertising to 
stress the benefits intended by management; but it is also 
disseminated by word of mouth referrals based on the 
experiences of their passengers. Consequently, understanding 
their passengers is a primary concern of managers, who face 
the challenges of delivering the service standards which
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passengers anticipate in the context of the technological, 
regulatory environments, in their own company’s culture but 
depending on staff of contracting companies as well as their 
own employees.
The consumerist gap analysis can contribute to this 
communication process, analogous to the argument which 
Shostack gave in support of technical blueprinting by making 
customers’ perceptions of their service experiences accessible 
and comprehensible to staff and managers.
"The blueprint facilitates a system wide 
perspective of the entire service process allowing 
greater understanding of institutional quality...It 
makes the service tangible and can provide 
employees with a picture of the service process 
which includes the key quality determinants...No 
longer is the service delivery system considered a 
series of discrete events. Instead it can now be 
visualised as an interconnected whole...It can 
model the actual versus the desired qualities of 
the service delivery system...It can provide 
training, Market research and control." (Shostack, 
1985).
3.8 CONCLUSION
The literature cited in this study emphasises the importance 
of service personnel in creating the service reality, in 
defining service quality and ultimately in contributing to 
customer satisfaction and the ability of an organisation to 
compete effectively in its market. However, although in many 
firms technical delivery skills are emphasised, less attention 
is paid to the interpersonal communications and marketing 
skills staff need to interact effectively with clients.
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Favourable business situations can be created through the 
design approach to service encounters. The consumerist gap 
approach may contribute to management decisions falling into 
the second category identified by Belk (1975).
1 Increase the likelihood of service encounters occurring
2 Make that encounter positive for customers and staff. 
(Present author’s emphasis).
NOTES *
3.A
Airline cabin attendants have a safety role which most 
passengers only encounter in the routine demonstration of 
equipment such as oxygen masks and lifevests. In the event 
that they are required to assist passengers in an emergency 
the relationship between staff and passengers will change 
significantly. This important underlying aspect of their role 
is not examined further in this dissertation.
3.B
Regulatoiy and safety issues are taken for granted as being 
the paramount consideration of the airline. The significance 
of quality engineering for safety is not discussed here. The 
effects of "engineering” quality issues such as diversions or 
delay is considered solely from the perspective of passenger 
comfort
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CHAPTER 4
AIRLINE CHARACTERISTICS
4.1 INTRODUCTION
The previous chapter has reviewed the theoretical and 
managerial characteristics of services industries in general.
Of particular interest in this study is their feature termed 
"concurrent production and consumption.’ (Rathmell, 1974). 
However, others have queried whether all types of service 
system share major features (Lovelock, 1985; Richie, 1990).
Corke (1988) has quoted the following definition of scheduled 
services.
"One of a series of journeys which are undertaken 
between the same two places and which together 
amount to a systematic service operated in such 
manner that the benefits thereof are available to 
members of the public from time to time seeking to 
take advantage of it" (Civil Aviation Act, 1982, 
s 44(3).
All scheduled airlines (operating at a particular period in 
time) are subject to similar regulatory and technological 
constraints. Another context influencing managerial decisions 
is the developing nature of competition between carriers and 
on air-routes; and this chapter discusses a variety of 
strategies now opening to airline managers to differentiate 
their services. Drawing on published sources, the financial 
aspects of airline operations are also briefly reviewed as a 
major context to airline service decisions, however, the 
question of costs is discussed in general terms only, and 
detailed current figures are not presented.
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This chapter is concerned with the special features of 
airlines’ scheduled operations as they impinge on passengers’ 
experiences as the consumerist gap concept recognises that 
customer satisfaction and service quality are contingent upon 
service delivery systems and the contexts within which they 
are designed and operated. The perspective adopted in this 
review of airline characteristics is that of the consumerist 
gap method: emphasising the impacts of service features on 
passenger satisfaction. Increasing competition and changing 
relationships between airlines underpins the discussion of 
management responses to fluctuating passenger satisfaction 
presented in subsequent chapters.
4.2 REGULATORY IMPACTS ON PASSENGER EXPERIENCES
The internal company newspaper, British Airways News, carried
the following message to staff from Sir Colin Marshall, the
Chief Executive.
"We are in an industry where the competition is 
becoming ever more fierce...Just a few years ago 
other British airlines flew from London to 17 
European cities. Last summer our rival UK 
carriers were flying to 34 destinations on the 
continent from the capital. If all the current 
licence applications are granted, that figure 
will rise to 50...
"..A short while ago, the British and Dutch 
Governments agreed to cut all regulations 
surrounding air services between the two 
countries...On London- Amsterdam...the effect has 
been growth in the overall market but a decline 
in the yield...” (Marshall, February, 1989).
The civil aviation industry is subject to a range of 
regulations, both national and international Governments 
have felt a need to control access to their airports and
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airspaces (flightpaths), and to protect the markets for their 
developing national airlines. In 1919 the International 
Airconvention of Paris established the basis of control for 
commercial operations, and the modem framework for regulation 
was laid down in the 1945 Chicago Convention. Two states 
were to negotiate the details of any bilateral agreement for 
mutual operations between them, including fares, total 
capacity and the division between their two airlines of that 
capacity. IATA (the International Air Transport Association) 
was to provide the commercial coordination for international 
fares. Only on routes to the USA has the bilateral system 
been able to encourage limited competition. Table 4.1 
outlines the Freedom Rights.
Public concern over safety, noise and pollution requires 
control over the servicing, staffing and operation of aircraft 
and related facilities. Passenger safety is also widely 
considered to be safeguarded by licensing and supervision.
The regulation of air-routes and congestion at airports 
imposes further restrictions on all operators. Taken 
together, airlines face a series of non economic regulations 
shown in table 4.2
The majority of technical and safety regulations are general, 
and apply to all passenger carriers. (In Britain they are 
contained in the Air Navigation Orders). Variations between 
countries are very slight, and based on a series of 
International Standards and Recommended Practices provided by 
ICAO (International Civil Aviation Organisation) within the 
Convention on International Civil Aviation.
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Table 4.1
Freedoms of The Air
FREEDOM AIRLINE RIGHTS
First to overfly one country to reach another.
Second to land in another country for technical
reasons such as to refuel
Third to drop traffic from its own country in
another
Fourth to carry traffic back to its own country from
another
Fifth to fly from its own country to pick up
traffic from another country en-route, and 
deliver them to a third, or vice versa.
Sixth to carry traffic to a gateway in its own
country and then abroad, when the traffic 
originates elsewhere
Seventh to operate entirely between two other
countries
Eighth to carry traffic between two points in another
foreign country.
(Source: Gee, Choy and Makens, 1984; adapted).
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Table 4.2
Non economic regulations on airlines
1 the airworthiness of aircraft
2 the timing, nature and supervision of airframe, engine
and other maintenance
3 the numbers and qualifications of both flight and cabin 
crew; their training, licensing and schedules of work
4 the ways in which aircraft are operated
5 standards dealing with civil aviation infrastructure.
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4.2.1 Economic regulations
Traditionally, international air tariffs have been set by 
IATA, and must be approved by the Governments concerned. 
Economic regulation of the international civil aviation 
industry is arranged under the Chicago Convention which 
covers:
1 The exchange of airtraffic rights (freedoms of the air)
2 the control of fares (and freight tariffs)
3 the control of frequencies and capacities.
The result has been to constrain the ability of international 
airlines to take business decisions in two ways. Airlines are 
not free to enter a market (route) at will; and secondly their 
revenue and growth is limited by capacity controls, frequency 
rules or the imposed need to share a route with other 
airlines. The following discussion illustrates the range of 
problems reported by one airline Chief Executive.
4.2.2 Case study
Non market-force constraints facing Air Mauritius
"Compared to traffic growth statistics of about 
two decades ago the growth has been phenomenal. 
This growth has been mainly due to the 
introduction of jet aircraft in the early sixties 
and the wide bodied jumbo jets in the seventies. 
They have developed in their wake an equally 
phenomenal growth in world tourism. Air 
transportation it can be said has been the 
greatest single motivating force in the 
development of world wide tourism and in 
particular in the opening up of new far away 
tourist destination.
"Air Mauritius has built up significant 
volumes... in the twelve month period 1984-85 
Mauritius -Paris traffic grew from 26,000 to
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44,000. ...On the European routes the number of
aircraft seats each way rose from 156 in 1982 to 
858 in 1986...
"The concept of national flag airline as a chosen 
instrument whereby a country utilises a national 
airline to display its flag in other parts of the 
world is a well established tradition for both 
large industrialised countries and small 
developing ones. ...It has been demonstrated in 
our case to what extent air transportation has a 
key role to play for stimulating economic 
development and growth.... The decision on the 
part of the government to set up an international 
airline requires that constant attention be given 
to new airroutes and new political relationships 
with other countries.
"Since independence the government has entered 
into some 20 Bilateral Air Services Agreements 
with other countries. Of these the carriers of 
only eight countries exercise the rights 
exchanged and operate to Mauritius...
Australia..has a substantial tourist market for 
Mauritius, has for the past ten years 
consistently refused air access. Quantas does 
not want to operate to Mauritius nor does it want 
Air Mauritius to fly to Australia. The official 
reason is that there is not enough origin and 
destination traffic. The real reason is 
protectionism..." (Tirvengadum, 1986).
4.2,3 Changing market conditions
The justification for the regulatory framework outlined above 
was based on the quasi public-goods nature of transport, and 
the belief that regulation would limit wasteful competition. 
However, the later emergence of charter carriers to service 
the special needs of holiday takers may be seen as a denial of 
the second point of view as it demonstrated the price- 
responsiveness of demand for travel.
In the period since the war the operating efficiency of 
airlines has increased substantially. On the supply side,
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technical developments of the airframe, wing and engines, and 
improved navigation and flight management systems have 
contributed to a reduction of direct operating costs per 
passenger mile. Improved airline marketing, together with 
changing conditions in the market have stimulated the demand 
for travel. Miller & Sawers (1968) showed that fares fell by 
about 57% in real terms between 1945 and 1985 while passengers 
rose by a factor of 75 times on American services. They 
suggested that there was a greater reduction in fares on 
transatlantic routes, and argued that this indicates both an 
increased openness to competition on those routes, and a 
reduction in profitability of those services. Similarly, a 
consultancy report commented, "Not only do the economics of 
operations vary considerably between routes; the competitive 
situation also varies considerably, as does the elasticity of 
traffic response to changes in airfare levels." (Curtiss 
Greensted Associates, 1970).
After the 1973-4 fuel crisis the regulatory frameworks 
outlined above were increasingly challenged, and political 
considerations predominated. The change began in America and 
was linked with President Carter’s arrival at the White House 
in 1977. In Europe airline regulations were also changed, 
somewhat later, and on a smaller scale. Together with the 
effects of the oil crisis, three factors contributed to 
deregulatory pressures:
1 Consumerism had been a key element in Carter’s election 
campaign. He sought the reduction of fares, and new 
direct international links from more US cities.
2 His belief in the benefits of competition. Domestic 
deregulation was expected to reduce internal airfares and
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increase airline profitability. The protected positions 
of Pan Am, TWA and other international carriers could not 
then be justified.
3 His desire to increase the US share of international 
traffic.
(Doganis, 1985; Sawers, 1987; Shaw; 1985; and Wells, 1984).
In 1977 a bill was introduced to Congress to permit greater 
(domestic) competition. The Airline Deregulation Act was 
passed in 1978. By 1979 entry to routes was virtually 
uncontrolled, and airlines were empowered to vary their fares 
by 80%.
4.3 TECHNOLOGICAL IMPACTS ON PASSENGER EXPERIENCES
Airlines were selected as the setting for this consumerist gap 
study because of the inherent interest of the industry to the 
researcher, because airtransport is a key factor in the 
development of much of the tourism industry, and thirdly 
because the unique isolation of passengers and staff within a 
very high-technology environment highlights the critical 
factors influencing clients’ satisfaction outcomes. The major 
technical constraint (type A) on in-flight service is the 
detailed design of the aircraft and its ancillary equipment 
for catering, entertainment and comfort As indicated in 
earlier sections, the consumerist gap approach builds on 
existing methods such as service blueprinting, and has the 
potential to provide a method of understanding the interaction 
between clients and the physical features of a service, and 
offers a way of taking this into account at the service design 
stage.
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A case study summarised here shows how the planning of 
aircraft cabins is increasingly regarded as a significant 
factor by carriers in differentiating their services.
4.3.1 Case study
Service differentiation through cabin design
"SAS is a good example of how an airline looked 
to what its customers wanted, and asked Boeing to 
do the same... Discussing a note in the 1982/83 
report that SAS had not added a single plane to 
its fleet that year, Jan Carlzon, SAS president 
said: ’What we were really looking for was what 
we called the Passenger Pleasing Plane, or the 
three P plane. We needed a 150 seat plane with 
an innovative passenger compartment including 
such enhancements as:
-more space to store carry on luggage 
-wider twin aisles for easier mobility 
-wider doors 
-reduced cabin noise 
-no middle seats.
A nine point scale was used to ask for ratings of 
overall seating comfort; seat width and legroom.
This information was correlated with data to 
specify the exact seat and conditions around that 
passenger.
Passengers seated between two others gave an 
overall rating of -.95; those between a passenger 
and an aisle -.38; those between another 
passenger and a window -.25; and those between an 
aisle and an empty seat 0. The most 
preferred seat was that between a window and an 
empty seat, with a positive rating of .25
SAS decided to configure its new international 
fleet without middle seats in business class.
The 767 was the only plane which enabled them to 
do that economically." (Mathieson, 1988).
The consumerist gap observation method has similarly 
identified several examples of the direct effect on passenger 
satisfaction of the technical aspects of airline services.
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4.4 ECONOMIC CONSTRAINTS
The revenue opportunities and the fixed and variable costs 
confronting airlines forms an essential background to this 
study. It is argued later that carriers are increasingly 
facing contestable markets, and it therefore follows that a 
sufficient level of profitability to ensure the company’s 
survival and growth must dominate management thinking and 
actions. Even though the consumerist gap concept is 
concerned with non-price competition and its effects on 
passenger satisfaction (Koutsoyiannis; 1987), airlines are 
constrained in the service improvements which they can offer 
their passengers by the costs of increasing service levels. 
(Note 4. A).
I AT A has stated that member airlines need to earn 6 %  profit
before interest to finance their fleet renewal and expansion
needs. Airline profitability is usually measured against
total annual operating revenue. However,
"The aggregate profitability of all 
airlines....has been dismally low....Only in 3 of 
the last ten years has profitability approached 
adequacy. Many international airlines, often 
state owned, are apparently not run as profit 
maximising businesses.” (Seward, 1986).
The internal company newspaper, British Airways News, carried
the following message to staff from Sir Colin Marshall.
"We are looking ahead. We now have 77 new 
aircraft on order, worth almost $5,000 
million... and options for another 59 aircraft,.
We must have those aircraft if we are going to 
remain a successful airline and employer 
tomorrow...That means we need to be sure we can 
fly them profitably, by identifying our market 
opportunities.... Those market opportunities are 
of course related to our cost levels- because if 
our competitors can provide a similar standard of
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service but at a lower cost, they can undercut us 
on the price they charge the customer. (Marshall, 
February, 1989).
4.4.1 Airline Costs
It has been shown that airlines face different costs: even 
when the same aircraft type is operated the costs for a 
similar type and length of stage may vary significantly. The 
following figures relate to Boeing 737s flying a two hundred 
mile stage in 1980, although no further discussion was 
provided.
Southwest $1900
United $3298
(Sawers, 1987).
Typically, as a fleet of aircraft ages it is replaced by new, 
or newer models. They have the advantage of improved 
technologies and increased capacity, so the unit costs of 
operating are likely to fall while fleet capacity increases 
over time. But although larger, newer planes produce lower 
seat/mile costs, their total round-trip cost is more than a 
smaller plane. Thus, airlines operating such equipment need 
to generate increased revenue traffic (both passenger and 
freight); and airlines have to adopt an increasingly 
competitive stance in the market (Note 5.B; 5.C).
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It has also been shown that while the proportion of direct 
operating costs in total costs has increased, spending on 
passenger services has fallen.
1972 1982
Direct operating costs 54% 58%
Passenger services 10% 9%
(Sawers, 1987).
This suggests that the extra costs of additional passengers on 
any flight is very small, and gives rise to one of the 
characteristics of airline operations. The brief discussion 
of airline costs has indicated that their short-run marginal 
costs are almost zero. Airlines wish to sell as much capacity 
as possible at normal tariffs, but then additional sales are 
attractive at any price which covers the very low marginal 
costs. The problem is how to stop traffic leaking across the 
fare types, with a consequent reduction in total revenue. The 
fences to stop tariff leaks are restrictions on travel 
flexibility, prebooking etc, as the following list indicates:
* duration
* departure time
* pre departure purchase period
* routing limitations
* no inter-lining
* inclusive tour products.
(Sawers, 1987).
4.4.2 Demand and supply considerations
Although the pattern of growth in airline traffic has been 
strong since about 1950, there are significant variations on
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routes and within IATA areas. Asian and Pacific airlines have 
achieved a rate of growth about twice that of world average 
figures. A corollary is that the proportion of international 
travellers carried by European and American airlines fell from 
about 75% of world travellers in 1970 to about 50% in the mid 
80s; American airlines have apparently lost most market share. 
(Doganis; 1986).
The general trend during this time is that personal incomes 
have risen and discretionary spending has increased more 
quickly. When viewed in combination with other factors such 
as increased leisure, wider awareness of travel destinations, 
and the growth of international business, the result over the 
last three and a half decades has been to increase the demand 
for airtravel.
However, as the capacity of the world’s airliner fleet 
increases there is a risk that it may outpace the increasing 
demand for air seats. This would have the effect of reducing 
load factors, thereby increasing unit costs (passenger-miles). 
Doganis argues that this has already occurred. He shows that 
load factors fell from about 60% in the mid 50s to a low of 
48% in 1973, rising again to about 60% in the early 1980s.
This suggests that the nature of the problem confronting 
airline managers changes over time as supply and demand 
conditions are not synchronised.
4.4.3 Airline revenues
Airline operating revenues are derived from the carriage of 
cargo, mail and passengers. Passenger revenue from a given
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flight depends on the fare charged to each passenger and the 
numbers carried. However, the complexity of forecasting the 
total revenue to be earned from operations can be illustrated 
from two recent reports of the actual cost of airtravel.
In the first case, a reporter interviewed passengers during a 
flight from London to New York and discovered a range between 
£307 and £2,562. The prices reported to have been paid for 
economy travel ranged between £307 and £890; in the Business 
Class cabin one passenger had paid £890, while another had 
paid £1522. (Smart, 1988).
The second case demonstrates the variance in published fares 
calculated by route airmiles within Europe. An analysis of 
the lowest scheduled fares from London found that the charge 
per mile ranged from 11.4p (BA and Olympic to Athens) to 31.8p 
(Transavia to Amsterdam). (Bray, 1989).
4.5 COMPETITION IN THE AIRTRAVEL MARKET
In addition to factors specific to airlines, including 
technological advances and deregulation there are many reasons 
why the state of competition within an industry may change. 
Lovelock (1988) has identified several general forces for 
change in the services sector:
* Sweeping changes in government regulation
* Privatisation of public corporations
* Computer and technological innovation
* Innovative, educated, iconoclastic managers
The implications he discussed include:
* Need for better market and customer information
* Few ceilings to constrain creativity
* No safety net for incompetence
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Table 4.3
Fares paid by selected passengers on one flight 
(BA 179) London to New York.
Seat Return Fare Fare Type
5 IB £358 Standby
38J £404 Apex (included free return to
Rome),
34J £307 Standby (purchased in New
York)
33G £348 Economy, from Middle East.
10B £890 Economy, upgraded to Business
class
8D £1,522 Full Business Class fare
4C £2,562 Full First Class fare
(Smart, 1988).
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* Opportunities for specialisation and distinctive 
positioning strategies
* Effective marketing becomes essential.
Cowell (1986) also considered the pressures for change, and 
the range of responses. He identified the following:
* Spare capacity
* Seasonal patterns
* Risk reduction
* Opportunities
He suggested that strategic responses range from major 
innovations, to starting up new business ventures or the 
development of new services. Cowell provided examples from 
airline practice; "airlines adding a new route or special 
ticketing arrangements". Tactical responses to competition 
which he discussed include "speedier execution, increased leg 
room on seats by an airline", or style change "new livery and 
design schemes for a transportation company." (Note 5.D).
Baumol (1982) has identified the crucial feature of any market 
place open to unrestrained competition as "its vulnerability 
to hit and run entry". Traditionally, economists have 
considered that incumbent firms gain advantages from 
insurmountably high fixed costs barring entry to a market It 
has been shown above that capital costs in the airline 
industry are very high. The alternatives to utilising 
retained profits for fleet purchase- raising loans or equity 
stakes, are still formidable barriers. Baumol and Willig 
(1981) defined entry barriers as "anything that requires an 
expenditure by a new entrant into an industry, but requires no 
equivalent cost upon an incumbent". Another feature of 
contestable markets is that exit costs are minimal as other
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businesses, incumbents or new entrants will be willing to buy 
the equipment.
On the other hand a technical barrier to entry for airlines is 
the need to obtain the necessary operating permits. The 
actual cost of such permits will be variable, dependant on the 
scale and scope of planned operations. It is also affected by 
the responses of incumbents who can challenge new applicants’ 
applications, or raise the stakes by petitioning for increases 
in deposits and guarantees. Such costs are normally regarded 
as sunk once incurred, in contrast to the capital equipment 
investment which may be recovered, at least in part on the 
resale market
However, a competitor may be persuaded to defray incurred 
expenses during a takeover; and Sawers (1987) pointed to 
evidence that route licences or landing and similar rights can 
be treated analytically as a commodity, with utility to be 
traded. Richard Branson (Virgin Airlines) is reported to 
have said that his airline and others like it "should be able 
to pick up those routes that Britain’s Monopoly Commission has 
said BA would have to give up if it bought BCal."
Barrett and Purdy (1987) have argued that the airline industry
is so heavily regulated (at present) that it cannot be
considered contestable.
"The traditional system of aviation regulation in 
Europe does not allow customers the choice 
between the established airlines and allegedly 
inferior alternatives".
However, regulatory controls over airline companies are being 
reduced in many areas of the world.
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"In an industry whose firms use only capital on 
wheels or wings, some or all of that capital must 
be fixed, but it is not sunk This means that in 
the absence of other barriers to entry, natural 
or artificial, an incumbent dare not offer 
profit-making opportunities to potential entrants 
because even if he can threaten retaliation after 
entry, an entering firm can hit and run, 
gathering in the available profits and departing 
when the going gets rough". (Baumol and Willig,
1981).
Two further points are significant in this brief review of
contestable market theory as it applies to scheduled
airtransport. The market structure which may emerge from a
contestable airline industry depends upon the economies of
scale to its participants. To the extent that average costs
will decline as output increases the evolving market structure
will favour increasingly large firms, and will tend towards
oligopoly or monopoly. But Baumol and Willig see a limit:
"For the monopoly that operates in a contestable 
market the analysis shows also that potential 
entry can control undesirable behaviour".
In a discussion of American experience since deregulation
James (1986) also disputed the tendency towards monopoly in
deregulated markets:
"Many critics of deregulation predicted that 
regulatory reforms would eventually encourage the 
airlines to form natural monopolies. This is 
unlikely to happen....Competition will continue 
to challenge the marketing creativity of large 
carriers who have recently learned to take 
advantage of their size....Surviving smaller 
carriers will be tested to find special marketing 
niches beyond low prices."
The second point is this. The existing members of an 
ologipoly may combine together against potential entrants by 
raising entry costs through marketing strategies. Advertising 
spend may be increased without additional revenue benefits to
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the incumbent firms, if it rises beyond its profit maximising 
level. (Williamson, 1963; discussed in Koutsoyiannis, 1987).
An alternative strategy is to build customer loyalty or to 
offer a range of (perceived) benefits to selected market 
segments. As an example, several airlines offered free 
mileage promotions during the consumerist gap observation 
period. (Note 4.E).
Another alternative is to gain an improved understanding of
customers perceptions of the service, and to manage the
service towards their greater satisfaction. This will have
two effects. In the first place, the judicious use of
advertising messages will position the firm in the target
public’s awareness, as the following discussion indicates:
"Through a perhaps more imaginative research 
approach than previously adopted the airline (BA) 
identified a number of salient features of 
service for its major passenger segments...This 
research... pointed to a need to promote the 
facets of courtesy and sympathy, the elements of 
the ...PPF campaign... The airline’s need to 
become more single minded about what it actually 
was, was underlined when Landor Associates, 
trying to design a new corporate design and 
slogan for BA asked it what sort of company it 
saw itself as being. The lack of any coherent 
response showed BA’s executives how much they 
needed to develop a single personality for the 
airline....Manhattan (the advertising campaign) 
was., designed to raise the perception of BA, to 
give it prestige, to rebuild its image. ’We had 
come out of a fairly bad track record both in 
terms of profitability and things like 
overmanning. And we had moved from being a 
technology led company to being market led,’ said 
Harris." (Chatbum, 1985).
Secondly, other research has indicated that experienced 
passengers expect to exercise choice amongst air carriers, and
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they claim to base their decisions on experience. The
following question was posed to British travellers :
"If 2 or more airlines had equally convenient 
schedules, how important is previous experience of the 
airline in your choice?’
51% of all respondents rated previous experience as an 
important or very important factor, but 66% of 
experienced travellers- those spending 50 or more 
nights abroad, relied on previous experience." (Minter, 
1989).
4.6 AIRLINE SERVICE QUALITY
An important way for airlines to improve their profitability 
is by retaining more of their existing passengers’ repeat 
business. The marketing literature makes a link between 
client satisfaction and repeat business. In the face of 
increasing competition, maturing industries or shrinking 
demand, offensive marketing becomes increasingly difficulty to 
meet. The cost of generating a new customer can substantially 
exceed the cost of retaining a present customer. Defensive 
marketing is an alternative strategy concerned with reducing 
customer exit and brand switching. Normative models such as 
Hauser and Shugan (1983) show how a firm with an established 
brand should adjust its marketing expenditure against the 
launch of a new competitor, and emphasise the importance of 
customer loyalty as an effective way of segmenting many 
markets.
An attractive strategy for airlines attempting to satisfy
their passengers is through quality programmes.
"There is no doubt that relative perceived 
quality and profitability are strongly related.
Whether the profit measure is return on sales or 
return on investment, businesses with a superior 
product/service offering clearly outperform those
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with inferior quality" (Buzzell and Gale, 
1987).
Reviewing themes in the literature, Gummesson (1980) has 
suggested that there are two ways to improve profit through 
quality:
1 Through the market
As improved performance leads to increased sales and 
increasing market share (or decreased price elasticity).
It is further argued that this ultimately enables 
increased price (citing for example, Deming, 1982; 
Feigenbaum, 1986).
2 Through costs
As a reduction in defects leads to lower unit costs of 
production and reduced costs of servicing complainants, 
(for example, Nelson, 1981; Gilmore, 1983; ).
If the gains from the quality programme exceed the costs of 
implementing it then profit will be increased. However, 
"Most companies lack the data required to construct sound 
theories about the sources of their quality”. (Garvin, 1988).
This points to a further consideratioa The preceding
discussion has indicated that airlines are encountering
significant changes in the conditions which define their
market. Taken together, technological, demand, regulatory and
competitive changes may precipitate organisational crises.
According to Herman (1972),
"A crisis..is..a situation that threatens the 
high priority goals of the organisation, 
restricts the amount of time available for 
response....thereby engendering high levels of 
stress."
Milburn, Schuler and Watman (1983) considered likely responses 
to such situations:
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"An immediate response to organisational crisis 
is the switch in performance criteria used by the 
organisation."
Part One of the British Airways case study presented in 
the following chapter discusses the responses adopted in that 
airline to a series of significant crises.
4.7 AIRLINE SERVICE DIFFERENTIATION
One potential contribution of the consumerist gap lies in its 
ability to gain an understanding of what aspects of journeys 
by air are considered important by passengers as a factor in 
designing or revising service systems to retain or attract 
clients. Middleton (1989) considers that three features 
distinguish markets in the late twentieth century from those 
in previous eras:
"1 Large, growing, highly competitive businesses 
with standardised products and relatively large 
shares of the markets they serve.
2 Supply considerably in excess of what markets can 
absorb naturally (without stimulation).
3 Large numbers of consumers in countries with 
highly developed economies...many choosing to 
engage in frequent travel for leisure purposes.”
In any industry, successful business strategy basically 
depends on each firm’s ability to identify and influence the 
flows of customers (and ensuing revenue). These flows consist 
of
1 additional customer entry into the market
2 brand shifting
3 customer market exit
4 changes in purchase frequency.
(Fornell & Wernerfelt, 1987).
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The present research suggests that another revenue flow may be 
added for airlines:
5 trading up; for example from economy to business class, 
or short haul to long haul routes.
Given the many similarities imposed on them by the technical, 
safety and operational characteristics of airlines, 
differentiating their market offering is about establishing a 
unique position in their clients’ minds, and then delivering 
the anticipated benefits.
Three aspects have to be considered for service industry
differentiation:
"1 Service strategy, the major decision about
service \yhich provides the company with its 
identity in comparison with the competition. "In 
customer care a service strategy should be based 
on market research and should be aimed at 
meeting the needs expectations and motivations of 
target customers."
2 The system for service delivery, containing 
visible and invisible components. "A customer 
care system should be designed to provide a 
maximum level of ease of access and convenience 
to the customer"
3 The people who deliver the service, and form the 
moments of truth.
(Thomas, 1987).
It is both difficult and costly for airlines to differentiate 
themselves. It has been shown above that regulations affect 
many conditions which colour a passenger’s experience once on 
board a plane. Within these constraints the opportunities for 
competition lie in service quality including cabin layout; 
service offered in each class; ground handling and the
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intangibles which each airline tries to establish. Their 
options include:
1 new equipment
2 increased frequency of service
3 improved schedule timing
4 better seats
5 larger seat pitch and width
6 better or more varied catering
7 more effective distribution
8 value added offers
9 more focussed advertising
10 improved staff ratios
11 improved staff training.
12 improved ground handling.
Analysis of services such as this dissertation presents later 
can show the relative significance of service aspects, or the 
impact of technological improvements on passenger 
satisfaction, while the priorities accorded to various 
combinations of these programmes can be taken to reflect 
managerial understanding of their airline’s position in the 
market. However, there are clear limits in what is 
practicable:
"The pursuit of indefinite levels of quality is 
clearly impractical. A more realistic strategy 
is to focus on the needs of the various segments 
you are trying to attract, to identify the 
factors that are especially significant to those 
sectors and to calculate how to deliver them 
economically." (Thomas, 1987).
Beyond product related decisions, there is also a need to 
communicate with potential clients which will be discussed 
later in this dissertation.
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"Positioning is a communications issue. The 
product or service is given and the objective is 
to manipulate consumers’ perceptions of 
reality.” (Ries and Trout, 1981)
4.8 CONCLUSION
A consequence of the reality of deregulation has been the
increasing concentration amongst airlines, first in America,
and in Europe and Australasia, accompanied by the divestment
of non airline subsidiary businesses which had become a
feature of many carriers by the end of the Seventies. Airline
costs have an impact on demand for airtransport through fares.
But demand impacts on costs through route density resulting
from product success and satisfied passengers.
"The moral of deregulation is that the ways in 
which an industry can best meet the demands of 
its customers can be established only by 
experiment...Unless airlines are given the 
freedom to try new services and charge different 
fares, they cannot discover what travellers want.
Freedom of entry and freedom of pricing are 
therefore the essential pre conditions of a truly 
efficient industry." (Sawers, 1987).
This study recognises that service quality is determined in 
part by the regulatoiy conditions under which a particular 
industry operates at any time, and that the technical 
realities of its functions are a further constraint which all 
companies share. This provides the context within which the 
consumerist gap approach can help to identify the features of 
a service which boost or depress passenger satisfaction. This 
knowledge is increasingly important because as density 
increases it becomes more difficult for airline managers and 
staff to deliver the level of service anticipated.
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NOTES
4.A
Although this study emphasises the passenger carrying role of 
airline, the carriage of mail and cargo accounts for about 25% 
revenues overall, and up to 33% on long haul routes; (Doganis, 
1985).
4.B
The purchase price of aircraft has risen with the increasing 
technologies of their materials, engines and avionics, and 
interest rates rose too in the 70s and early 80s. In 
response, aircraft manufacturers developed financing packages 
including capital and loan schemes. Another important 
development was leasing schemes for aircraft operators.
Although the effects are not traced through in this study, the 
results are significant in terms of the capital architecture 
of airlines, their consequent control and their asset-income 
relationships.
4.C
Recent reports following airline disasters suggest that 
longhaul scheduled aircraft may be limited to an operational 
life of about twenty years, operating approximately two 
revenue stages of four or five hours a day. If this is so, 
and assuming no seasonality or significant maintenance down­
time, a 747 averaging 350 revenue passengers per flight, has 
an earnings potential of 2x7x52x20 flights = 5 million 
approx passenger stages. It seems also that overhaul costs 
increase, and resale value decreases as a plane ages.
4.D
One fear in a deregulated market for transport is that cost 
saving programmes may minimize maintenance and safety. 
Accident rates can be monitored and reported to central 
authorities for investigation of the causes. However, Sawers 
(1987) argued that deregualation "did nothing to halt the 
improvement in safety standards that has been achieved since 
airlines started operation."
4.E
Such offers may operate to the disadvantage of firms: the 
researcher heard from the Editor of an American Travel and 
Tourism journal that he had taken advantage of mileage accrued 
on domestic flights within America to make a short visit to 
London. He travelled in Business Class on a partner airline; 
and he reported that although he was impressed with the 
standards of inflight service he was seldom able to travel in 
premium classes and was unlikely to fly with the carrier in 
the foreseeable future. (However, it is possible that he may 
influence other travellers’ decisions by his word of mouth 
recommendations).
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CHAPTER 5
BRITISH AIRWAYS: GAINING AND MANAGING CUSTOMER-ORIENTATIC
5.1 INTRODUCTION
British Airways (BA) was the host for much of this study, 
providing access to customer correspondence, facilities to 
interview its senior managers and furnishing recent company 
documents relevant to this research as well as flight 
privileges. As the consumerist gap concept argues that one of 
the contexts of customer satisfaction is the organisational 
realities under which services are delivered, this chapter 
reviews relevant aspects of BA’s operations.
Until the 6th of February 1987 British Airways (BA) had been a 
commercial enterprise owned by the UK Government On that date 
its shares were floated on the Stock exchange, and since then 
it has been commercially independent "The aim of BA is to be 
the best and most successful airline in the world" (Lord King 
of Wartnaby, BA Chairman, October 1986). At that time BA was 
one of the leading airlines in the world; according to its 
Annual Report, in the financial year 1986/87 it carried more 
than twenty million passengers on its various services. 17.3 
million travelled on its scheduled services, at a load factor 
of 64.7%. BA offered 83% of all UK scheduled passenger 
availability, domestic and international.
In 1986/87 BA operated services to 146 destinations in 68 
countries. Its route network of 555,000 kilometers was the 
second largest in the world. It operated a fleet of 163 
aircraft, and then had 37 on order. It employed 39,498 staff.
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The Accounts record turnover of £3,263,000,000; an operating 
surplus of £173m; and profits before tax of £162m.
The British Airways case study is organised in three parts.
Part One deals with the organisational culture and history of 
BA, outlining reasons for a recent change in focus towards its 
present stated concern with customer care. Part Two considers 
the work of a specialised department within British Airways 
whose remit is to monitor the company’s performance in its 
market places. Part Three examines some of the main methods 
adopted by BA in researching its customers’ experiences, and 
outlines some applications of this understanding.
The British Airways case study draws on its managers’ 
expressed views, and is based on their published articles, on 
internal company documents and on interviews conducted by the 
researcher. Comments are not ascribed to individuals except 
where published documents have been quoted.
(Less detailed versions of these case studies first appeared in 
Tourism Marketing, Service Management Perspectives, by this 
author, published in 1991 by Stanley Thornes Ltd).
5.2 PART ONE
BA; CRISIS AND CHANGE
5.2.1 An organisational-culture history of British Airways
The crises which faced BA in the early 1980’s have been 
documented by many analysts and acknowledged by BA. The roots 
of the problem lay in the ownership (by Government) of the 
airlines from which BA had been constituted and its failure to
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cope with the multiplex challenges facing it after BEA and BOAC 
were merged in 1974.
Until 6 February 1987 BA was a commercial enterprise owned by 
the UK Government. It had been set up in that form by the 1971 
Civil Aviation Act to take over the activities of BOAC and BEA. 
The merger proved difficult to manage as the two companies from 
which BA had been formed had been organised in very different 
ways, and according to the MMC report the merger was not 
completed until the 1977 BA Board Act which empowered British 
Airways to operate air-transport services both within the UK 
and overseas.
However, in 1978 an internal BA study reported that it was less 
efficient than its main rivals, despite not having increased 
its staffing since 1972. One problem facing BA after the 
merger was a substantial overmaning surplus. It was proposed 
to expand the company so that existing staff could be deployed 
more efficiently. The two-fold implication of this strategic 
recommendation were: BA needed to grow faster than is rivals; 
and secondly it needed to encourage more customers to use its 
services. A tactical solution was to adopt lower prices.
This "gap-filling” approach failed for reasons which were 
partly internal, including allegedly slack management, and 
because of the effects of two major external events. One was 
the OPEC oil crisis which caused the cost of fuel to double 
(for all airlines). The second was the resultant world wide 
depression. The combined effect was that the planned growth in 
demand did not materialise, consequently revenue fell short of 
targets and profits suffered. Campbell-Smith (1986) reported
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that operating profits in the year to March 1979 had fallen 
short of budget by nearly 25%. In addition, the replacement 
programme for its ageing fleet caused heavy borrowings.
A restructuring programme had already begun. It involved 
reducing the routes which BA served, divesting its property 
interests, axing the college of Air Training and transferring 
catering to outside contractors. The fleet was reduced, and 
the Government decided that the airline was to be prepared for 
sale to the private sector at a later date.
The climate in BA at that time has been described in the
following terms:
"a ’peasant class’ of travel on European 
routes.... a general subservience to trade union 
pressure... about one-fifth of the flag-carrier’s 
international routes losing money..."(Campbell- 
Smith, 1986).
In March 1982, debts were declared to be 108% of assets, and
accordingly, British Airways was technically bankrupt A BA
manager summed up the situation in the following terms:
"In the early 1980’s BA was in serious financial 
trouble and the organisation was in crisis.
Managers’ jobs were defined by descriptions, they 
were highly specialised and interdepartmental 
communications were very poor. Seniority was the 
basis of promotion and the split between BOAC 
(with an emphasis on stylish service) and BEA 
(emphasising cheap service) continued despite 
their merger in 1974.
Campbell-Smith commented "a basic change (was required) in 
attitudes- towards the airline itself,its management and, above 
all, the customer." (1986).
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The pressure of increasing competition, resulting in part from
deregulation, meant that the increasing rate of industrial
disputes and stoppages at BA further undermined the company’s
competitive position as its potential passengers opted for
alternative carriers’ services. This was the background
when Lord King of Wartnaby was appointed Chairman in September
1980, and the restructuring of BA began. An airline manager
discussed the changes:
"Lord King was brought in as Chairman. He had 
two special strengths:
1 He related well to the Government as its
owners.
2 He brought in the right people as senior 
managers:
* Colin Marshall as Chief Executive,
(now Sir Colin Marshall).
* Gordon Dunlop as Financial Director,
(now retired).
"These two are now the only airline members of 
BA’s Board, apart from the Director of Safety 
whose place on the main Board is a statutory 
requirement Sir Colin came to BA convinced 
that success in service industries depends on 
putting people first His previous success at 
Avis was widely recognised amongst service 
managers. The Avis slogan and operating code 
was "Trying Harder". Clients were invited to 
phone named managers in the event that everything 
was not perfect. all Avis managers were 
expected to work at the counter to remain in 
contact with their customers." (Interview by this 
author with BA manager).
"Certainly the airlines as a whole do not always 
perform as well as they should...there are times 
when our aircraft are neither as punctual as we 
would wish them, nor as scrupulously clean as we 
would desire nor as well catered as we feel is 
essential for every passenger.... As the average 
size of aircraft increases, the terminals become 
more crowded, and arrival and departure slots 
more congested, so all of this becomes more and 
more difficult to do well. OuOonlymilioilroias as 
an industry is to try even harder, for certainly, 
and properly, our passengers do not wish to hear 
about our concerns; they only want the assurance 
that they are going to receive what they were
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promised in an enticing and caring fashion."
(Marshall 1986, present author’s emphasis).
’’Colin Marshall identified ’meeting customer 
needs as the key area requiring radical change.’
In February 1983, he established a steering group 
to look at ways of improving the level and 
consistency of customer service. The framework 
for the steering group was set by BA’s expressed 
aim of becoming the best airline in the world. 
Customer service was identified as the key 
corporate value." (BA Customer First Campaign 
review, present author’s emphasis).
In addition to its privatisation programmes, which had 
identified BA as a target as early as 1979, the UK Government 
(then under Mrs Thatcher) also espoused the deregulation of 
international transport. Similar policies had been adopted in 
the USA, with the overall result that airlines gained freedom 
to bid for routes, schedules and capacity, but lost the 
protection of their Governments’ on those routes. The pace of 
change on major revenue routes increased, and the nature of 
competition between airlines altered.
During the 1980’s airlines were also affected by changing 
operational technology and subjected to near-capacity 
constraints at airports and by Air Traffic Control centres. 
Together with changing passenger preferences and increasing 
demand for airtravel, the cumulative result of these external 
conditions was that individual airlines’ survival was seen to 
be at risk in the increasingly contestable market for scheduled 
airtravel.
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5.2.2 Culture and structural change at BA
In February 1983 two decisions had been taken which shaped the 
subsequent development of BA:
1 A Marketing Policy Group was established, this became 
known as the Gang of Four, and was also charged with the 
reorganisation of BA. An external consultant advised on 
the reorganisation, and other BA managers were co-opted to 
the Group.
2 A presentation on Putting People First which was accepted 
by (Sir) Colin Marshall led to a series of courses 
implemented throughout the company.
The airline’s management was overhauled and the new structure 
installed in the course of a single day when 60 of the then 100 
top managers left the company. On July 11 1983 the new 
organisation was announced in two White Books which remain 
confidential. Volume One set out the Job Specifications for 
senior positions which those selected were asked to accept on 
that day, not then knowing who occupied other positions on the 
new organisational chart. Volume Two set out the company’s 
philosophy for each division. Some managers were brought into 
the airline to fill high impact jobs.
The new structure for BA identified four core functions:
1 Finance
2 Marketing
3 Operations
4 Market Place Performance (MPP, which is discussed later).
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The objective after July 11, as explained by a manager was "to 
achieve a cultural revolution in a mature and functioning 
company, there was no time for incremental change." The 
cultural revolution was achieved by training, management 
development and market research, discussed below.
5.2.3 Staff training starting from the bottom up.
"In the old days airline managers had 
concentrated on the backwheel of the corporate 
bicycle; they had invested in the power end of 
the business and training had concentrated on 
product knowledge. Now the interest focussed on 
the front wheel. This did-not drive the cyclist 
forward, but the skill of avoiding obstacles by 
precise steering was as important as pedalling 
powerfully. ...it was not good business for a 
transport company to run into its passengers."
(Famham, 1986).
A company-wide rolling programme of training towards customer 
awareness was introduced in 1983, and apparently gained 
enthusiastic acceptance. For example, a BA manager in 
Australia was critical of the difficulty he faced in attending 
a particular phase of the programme, he reported to me that he 
felt remote from the evolving BA culture, which he valued and 
was keen to understand.
The programme was developed by Time Management International, 
an earlier version having proved successful for SAS, the 
Scandinavian airline. Starting in December 1983, all 37,000 BA 
staff, in groups of about 150 at a time went on the two day 
"Putting People First" course, the first stage of the programme 
to orient staff towards a customer perspective which is 
outlined below.
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A Putting People First
PPF (1) was a two day event presented to about 150 people 
at each session, drawn from a range of customer contact 
positions. It was said to be stylish and theatrical, and 
over a two year period all employees were covered, not 
just the contact staff who were its original targets. Its 
central focus was the basic personal feelings of staff, 
the first four minutes of their encounter with passengers, 
and ways of coping with stress.
B Customer First Teams
Volunteers formed quality circles to identify ways to 
improve the customer service experiences in their area of 
work. Commenting on his interview with a BA manager 
Lockwood suggested that the positive outcomes were two­
fold:
1 significant suggestions for work improvements
2 a feeling that staff gained some measure of control 
over the service they deliver.
C Customer First Training Review
The implications of developing contact staff sensitivities 
to customer contact was that it became necessary to review 
all the existing training programmes. Lockwood 
distinguished between those courses where it was 
necessary to "rewrite small sections", and those such as 
"the case of cabin crew where it involved the complete 
redesign of the ab. initio training programme".
D Putting People First (2)
A one-day training event, similar to PPF (1); but intended
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for non contact functional staff. Its purpose was to 
demonstrate the importance of customer contact
E A Day In The Life Of...(The third phase of PPF)
Lockwood has described PPF (3) as "an internal 
exhibition”, a participative programme by which each 
department shows the rest of the company what it does. 
"This followed an expressed desire on PPF 1 & 2 to find 
out more about what everyone did."
In a press release BA summed up the purpose behind the
investment in training:
"The philosophy is that staff who have a greater 
awareness and understanding of the business 
should be able to provide high, professional 
standards of customer service, and also be in a 
strong position to act as ambassadors for the 
airline. Messages delivered at PPF courses are 
reinforced and the concept of teamwork at BA is 
encouraged." (BA Customer First Campaign).
Similar competencies were sought from entrants to the airline; 
and its managers:
* An understanding of the personal and teamwork demands of 
working in a large organisation.
* A clear concept of marketing as a base for second or third 
jobs. Over a thousand staff had passed through an 
inhouse marketing familiarisation course by October 1986.
* A recognition that the essential skill was their ability
to deal with passengers. (Adapted from Farnham, 1986).
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5.2.4 Management changes and training
This section of the case study discusses the fundamental
changes to the structure and outlook of BA’s management team
which Lord King and Colin Marshall brought about described by
one manager in the following way.
"The new management team had an average age of 
41, in contrast to the average of twenty years in 
management positions typical under the previous 
regime. The internal managers who survived were 
those who displayed entrepreneurial abilities and 
were prepared to take risks, again these were 
characteristics which the old management had not 
rewarded”.
The training programmes outlined above were supported by
restructuring of the management as indicated in this case
study, and a new approach to its service delivery. A "Customer
Service Department” was set up to monitor market research, and
analyse staff and customer views.
”This department has grown in significance and 
has helped to produce Customer Service Standards 
and a Service Quality Audit..it has... become 
one of the seven major departments in the 
marketing section of the company, with line 
responsibility for all customer contact staff 
(excluding cabin crew).
5.2.5 Market research
Underlying the changed philosophy of the company was a market
research programme.
"Market research formed the starting point for a 
fully integrated campaign to improve standards of 
service. Both customers and staff were included 
in the research.... The research focused on where 
customers’ goodwill, and hence their business, 
could be generated.” (BA Customer First 
Campaign).
"The research was conducted by CRAM amongst 
airtravellers including BA and other airline
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passengers to identify BA’s image. BA emerged 
as aloof, detached, not caring, not friendly, but 
technically competent, showing British cool and 
ability to cope with crises”.
"A second phase was an internal research project 
using rep grid techniques on customer contact 
staff to find out their views of customers. The 
major result of this survey was to identify a 
strong tendency to jump veiy quickly to 
stereotypes and deal with the stereotype and not 
the individual".
As the PPF programmes progressed, it seemed that a more 
fundamental change in organisational culture was required. 
Training for contact staff could not be effective if the 
company’s management style did not align with the PPF 
approach.
A three phase Managing People First programme was devised for 
BA’s management
1 Research amongst managers
A study of senior managers’ understanding of what they 
considered to be important in their role identified five 
common aspects:
Trust
Teamwork 
Taking responsibility 
Clarity of vision 
Motivation.
(A five-day residential programme was devised centering on 
the right things for managers to do, rather than the 
operational methods involved).
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2 Training
A series of courses concerned with the implementation of 
the appropriate management style.
3 Performance related pay
Based on regular appraisals against pre-agreed criteria, 
and generating an appraised- appraiser report which, in 
relation to company reports, provides the basis of 
calculation for annual financial bonuses.
5.2.6 Privatisation
In 1983 the Economist had reported:
”BA is being groomed for denationalisation with 
its workforce sharply reduced... 40% of lower 
echelon jobs had been shed compared to 10% of 
managerial grades, and in Januaiy 1983 2000 of 
its managers were made redundant" (Economist,
1983).
The philosophy of the Government at that time favoured 
privatisation of commercial operations which had come under 
Government ownership during the decades following the second 
world war, and "in 1979 the Tory Government decided to 
privatise BA by selling at least half of the Government’s 
ownership.."(Campbell-Smith, 1986).
The Government provided BA with various forms of support during 
the run up to privatisation including preferential rates of 
interest on loans from the National Loan Fund, Treasury 
guarantees to private sector debts and subsidies to Concorde 
which were estimated at £10m; (Corke, 1986).
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In total, the scenario outlined above demonstrates that the 
levels of cross subsidy available to BA at that time meant that 
it was not operating in a "contestable market", the 
implications of which will be discussed in Section 5 of this 
thesis.
The original date set for a public placement of its equity was 
March 1985. The criminal antitrust case brought by the Laker 
liquidators delayed it, first as a result of the 1984 House of 
Lords ruling that the defendants should appear before United 
States courts, and then as uncertainties emerged over the 
Bermuda 2 agreements and US antitrust legislation.
In February 1987, BA attracted 1,200,000 investors when it was 
launched as a Public company, although by the end of the 86/87 
financial year the share register had shrunk to 400,000 
investors.
5.2.6 Post-privatisation policy
Three related internal one-page documents circulated in 1987 
set out BA’s mission following its privatisation, and at the 
time of this research. They are presented here in an 
abbreviated form.
1 The BA Mission - To 1990 and Beyond
* BA will have a corporate charisma such that everyone
working for it will take pride in the company and see 
themselves as representing a highly successful 
world-wide organisation.
* BA will be a creative enterprise, caring about its
people and its customers.
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BA will develop the kind of business capability which 
will make BA the envy of its competitors, to the 
enhancement of its stakeholders.
BA will be a formidable contender in all the fields 
it enters, as well as demonstrating a resourceful and 
flexible ability to earn high profits wherever it 
chooses to focus.
BA will be seen as THE training ground for talented 
people in the field of service industries.
Whether in transport or in any of the travel or 
tourism activity areas, the term "BA" will be the 
ultimate symbol of creativity, value, service and 
quality.
2 BA’s Corporate Objectives:
* Profitability- the paramount objective:
On average, net cash flow to be equal to 17.5% of
revenues.
This paramount objective is underpined by one or more
subsidiary objectives:
* to match at least the annual average growth of the
total world airline market
* to achieve standards of performance at least as high
as the best of our competitors.
* to serve existing routes and markets, to identify new
opportunities for branded services and products, and 
to ensure BA’s freedom to compete in world markets;
all being undertaken in such a manner as to meet the
paramount and subsidiary objectives.
* to attract, develop and retain sufficient well
trained staff with the skills to meet customer 
expectations.
* to be more efficient than relevant competitors in the
market places we choose to operate.
* to provide a continuity of service from the initial
point of customer contact through to the completion 
of the service.
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3 BA’s Corporate Goals
* The corporate goal in British Airways is to be the
best airline in the world.
To achieve this goal, the corporate objectives are:
* to provide the highest levels of service to all
customers, passengers, shippers, travel agents and 
freight agents.
* to preserve high professional and technical standards
in order to achieve the highest levels of safety.
* To provide a uniform image world-wide and to maintain
a specific set of standards for each clearly defined 
market segment
* to respond quickly and sensitively to the changing
needs of present and potential customers.
* to maintain and, where opportunity occurs, expand the
present route structure.
* to manage, operate and market the airline in the most
efficient manner.
* to create a service and people oriented work
environment, assuring all employees of fair pay and 
working conditions and continuing concern for their 
careers.
The statement of BA’s corporate goals concludes:
’’The achievement of all objectives will be managed so 
as to be consistent with, and contribute to, our 
earning a profit sufficient to provide an acceptable 
return on assets employed."
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5.3 PART TWO
MARKET PLACE PERFORMANCE
Speaking at the conference "Tourism into the 1990’s" BA’s Chief
Executive, Colin Marshall said:
"At BA, we have a group of managers who are looking at 
everything which might beset a passenger from the time 
he or she or the family leave home until they arrive 
back again, a few days, weeks, or even months later, 
to see what we can do to give them comfort, assurance 
and a feeling that they are not suddenly cast alone 
and bereft upon a locale which speaks English in its 
own fashion, serves drinks at most unusual hours only 
and tends towards streets which change their names 
four and five times within the space of a mile....We 
would do well to remind ourselves constantly that 
travel, while fun, can for many people be a travail- 
and it is our job to take all the bite out of anything 
which might happen.....It is no help that in the UK 
the airlines are not able to run their own passenger 
terminals. If we could we think we might make 
arrivals and departures more comfortable for our 
passengers and more supportive of tourism in 
general.."
"It is quite fascinating, the way in which our 
passengers feel that we should assume extra-mural 
responsibility for the things which may befall them on 
their tours, whether or not they have the slightest 
thing to do with those elements which are really 
germane to air travel....they are of great moment to 
the individual passengers concerned, and we have to
treat them so on every occasion I think all of us
concerned with tourism must recognise that we have a 
major responsibility to deal with all our customers 
from the standpoint of the world as they see it.."
(Marshall 1986).
A specialised department was established to monitor the
airline’s changing market, and to evaluate its competitive
performance. The role of the department was summarised by its
Head in the internal company newspaper, BA News.
"Investor relations and marketplace performance is 
one of the airline’s smaller departments, with 
fewer than 50 staff....MPP, the core of the 
department, is concerned with looking at and 
evaluating the world outside the airline to
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identify actual and future changes in the 
marketplace and to look at our performance 
critically, especially in comparison with that of 
our competitors... Another part of MPP is 
concerned with identifying and interpreting in 
unequivocal terms the company’s performance in the 
eyes of the customer - both against our own 
standards of performance and against the 
competition... The feedback derived from this 
activity is used as a spur for improvements to the 
service the company offers its customers. In 
this context we have people testing the services 
British Airways and our competitors offer to our 
customers...But unlike TWA’s recent advertisement, 
we dont just report to the Chairman, we dont just 
fly BA, and we have been doing this since 
1983...We report to line managers. We fly our 
competitors, we also test our service on the 
ground...For example we make several hundred phone 
calls a month to our own and competitors units 
around the world. The results of this and our 
performance against some 200 other performance 
measures are presented every month to the Chief 
Executive and directors in a continued effort to 
improve the service we offer to our customers." 
(Watts, 1989).
BA established Market Place Performance (MPP) as a small group 
of managers whose philosophy in outline is:
* To provide an early warning of problem areas.
* To provide a continuous assessment of consumer views,
financial performance and operational aspects of BA.
* To develop a framework for analysis
* To monitor developments in the marketplace.
The job for MPP was defined as:
1 Identifying what BA promises, and then assessing whether 
it was achieved;
2 Assessing the promises and delivery of the competition.
3 Drawing a comparison between BA and important 
competitors.
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The following extract from BA’s Organisational Chart dated 
June 1987 indicates the position of the MPP department in 
relation to other functions within BA’s senior management 
structure:
Colin Marshall 
(Chief Executive)
Major departments:
Director of Marketing 
Director of Operations 
Chief Financial Officer
Director of Investor Relations and Market Place 
Performance
Director of Engineering 
Director of Safety Services 
Company Secretary 
Director of Human Resources 
Director of Public Affairs 
Legal Director
Director of Information Management
Director of Medical Services
Director of Planning
Director of Flight Crew
(Certain changes have been made to the structure described 
above, subsequent to the preparation of this case study).
It seems that the work of the MPP started slowly for two 
reasons:
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1 It was not clear how to perform the roles
2 Given the new organisation, it would have been 
insensitive to be too critical too soon.
The following description of Market Place Performance’s role 
is extracted from notes of interviews by this author with its 
managers.
"Part of the process of arriving at an effective 
approach was to spend time observing events, 
particularly at airports.... Raw impressions have 
become a staple of MPP’s work. The assumption is 
that the "sample of one" is typical. The results of 
such observations are fed to other managers, whether 
the experiences are good or critical.
"The observation experiences result in communications 
with line managers. People respond to them and some 
of the raw observations go also to Directors and to 
Colin Marshall. The implication is that MPP does 
fundamental things in terms of Company standards and 
confronts individual managers, sometimes publicly, in 
the cause of customer service.
"In MPP’s work the active support of the Chief 
Executive is critical. Sir Colin had initiated 
monthly meetings at which, in turn each two or three 
months, each Department presented a paper. Given 
their remit, to monitor how the airline was doing, 
the session routinely starts such meetings.
"Some airlines are managed for the technology, others 
for the quarterly results. Achieving high quality 
services, an espoused mission of BA is a long term 
investment: success depends on establishing a 
culture throughout the Company.
"It is quite easy to cheat in the short run, to allow 
standards to slip or colleagues not to perform.
Brymon provided an example of how to resist this. In 
insisting on proper airtraffic safety standards 
(operating into London Docklands without full Air 
Traffic Control cover) they had done their clients 
and others a real service, but it had not been easy, 
and was costly.
"Market research was another function with which MPP 
related closely. MPP monitors the effectiveness of 
their commissioned studies and also commissions
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research. What is expected from MPP is reports which 
are:
1 Impartial
2 Objective
3 Informed, from an insider perspective.
"The other essential component of developing MPP was 
to plug into the evolving line management jobs, and 
to be aware of the new concepts being applied in BA 
especially the behavioural sciences.
"One example of this was the Management By Walkabout 
style: an upfront and visible style. There was a lot 
of experimentation, the emphasis always on People.
Passenger Group Coordinators were an example, and 
still function. Their position is neither staff, nor 
line managers but something between.
5.4 PART THREE
CUSTOMER RESEARCH AT BRITISH AIRWAYS
The standards of service offered to clients are regarded by 
the new management team as the cornerstone of success, given 
that all airlines operate broadly similar equipment in similar 
ways. In common with many major airlines BA monitors customer 
perceptions of its services in differing ways. Some material 
is generated directly by customers who contact the company 
with compliments or complaints. Another source is the 
responses solicited from current customers in a variety of 
specific studies either internal or commissioned. While they 
are proprietary to BA, the researcher was given access to a 
selection of the sources chosen for him (after discussion) by 
BA managers: those sources are reviewed here, although without 
a claim for their completeness dr representativeness.
A further source is the studies of consumer attitudes which 
are available (at least in part) from independent market 
research companies. An example from those known to the
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researcher were reviewed in relation to gaining an 
understanding of what is known of customers’ perceptions of 
their experiences during air journeys.
The following quotation from notes of an internal presentation 
"Market Research Background To Fixed Business Class" 
indicates the significance which BA places on customers’ 
opinions.
"...the part customers played in the development of the 
new Club product..In each market we discovered what 
people like to see in a hypothetical ideal airline; how 
people perceived BA and what they felt about Britain 
itself, both favourable and unfavourable...there is 
always a degree of overlap between each of these, but the 
overlap is different in each market we studied...we 
extracted those areas of common ground and produced a 
list of descriptors. This then formed the basis of the 
positioning statement for the master brand:
"TODAY’S BRITISH AIRWAYS GIVES YOU A UNIQUE BLEND OF 
BRITISH STYLE AND SERVICE."
BA carries out (and commissions) a series of studies into 
aspects of customer behaviour, characteristics, perceptions 
and satisfaction, those summarised here are ones to which the 
researcher was granted access by BA management. For reasons 
of commercial confidentiality, most were non-current; nor is 
it known how representative the sample are of BA’s overall 
customer research strategy.
The base studies are the Inflight Survey (IFS) and the Airport 
Survey (AS). A variety of analyses are available to BA 
managers, as outlined below.
5.4.1 Customer service standards monitor
This study provides BA managers with a key measure of
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performance across all areas of its operations based on 
selected passengers’ attitudes collected in a questionnaire 
booklet. These views are regarded as "spotlighting service 
characteristics, rather than proving their effectiveness.”
Taking a 1987 Monitor as an example, 10,822 interviews with BA 
customers were analysed. The findings are circulated to BA 
managers on a quarterly basis, and in this study included:
* An assessment of overall satisfaction with the (then new) 
Terminal 4 at Heathrow. It recorded the highest level of 
satisfaction with any terminal, anywhere. It was felt
to be much easier to find the check-in desks and "some 
improvements in staff behavioural aspects" were 
reported.
* Cabin crew effects on satisfaction were noted, and 
discussed in detail for the main routes operated by BA, 
eg "747 Gulf services- isolated improvements in 
behavioural aspects". Inflight announcements were 
considered from the point of view of clarity and 
audibility; sufficiency; and the crews’ language skills.
(Later sections of this dissertation apply consumerist gap 
approaches to gain an understanding of how differing 
aspects of flights including announcements influence 
passengers’ satisfaction).
5.4.2 Qualitative monitor
A regular survey of Business Travellers is conducted by
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external consultants. The topics covered vary according to 
BA’s identified needs; the April 1986 study included sections 
on:
BA image
Shuttle and other domestic services
Ground handling- check-in and baggage retrieval;
In flight service and entertainment
Catering
Special issues-
safety, privatisation advertising and Terminal 4; 
Marketing-
a new Business cabin and concept for Long haul; 
automated ticket machines, in flight 
telecommunications, and other topics.
The methods adopted were self completion questionnaires and 
dairies (not seen by this researcher), and ten group 
discussions conducted at locations around the UK over a two 
month period. (The researcher attended a panel in a later 
"wave” of this research. The BA and the consumerist gap focus 
group methods are discussed in Section 8).
Lessons were drawn from the panel for planned future
developments, as an example,
"Some members were very enthusiastic about the 
idea of having a small screen attached to the 
seat in front of them to watch films, so that 
they could decide for themselves whether or not 
to watch the screen, whether to open or close the 
window (blind?), and whether to have their 
reading light on or off, without impinging on 
their neighbour’s freedom of choice."
(The effects on passenger satisfaction revealed by the
consumerist gap diary method, of showing films on overnight
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journeys, or when passing spectacular scenery are discussed in 
later chapters. Such screens were introduced into service 
from 1988).
5.4.3 Competitor comparison
A sample of 500 business travellers identified from the In 
Flight Survey rated their experiences of BA and its 
competitors on 23 dimensions. Their perceptions were grouped 
into:
Human values (4 categories)
Efficiency (5 categories)
Comfort (11 categories)
Food (1 category)
Aircraft (1 category)
Safety (1 category)
Each quarter year, a summary focuses on features of then
current concern; for example comparing BA’s rating with its
major named competitors by region of operation, eg Domestic,
European etc. The April 1987 summary was based on 747
journeys (compared with 544 in the previous quarter). World
wide and European ratings were "favourable", while Domestic
services showed "a deterioration on the majority of counts
including comfort-related." The summary pointed out that
there had been no technical changes to comfort, but it
suggested that
"one of our efficiency factors let us down and 
coloured the panel’s overall judgement. The 
most likely culprit is punctuality. Domestic 
flights are short in duration. If one such is 
delayed, the loss of goodwill is enormous and the 
consequent negative feelings are extended across 
all other dimensions."
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5.4.4 Advertising and image monitor
Tracking studies to monitor the effectiveness of BA’s 
advertising are conducted in major markets, including 
overseas. The researcher was given access to the February 
1987 Management Summary, Australia series. This study had 
been conducted "immediately after the release of the supercare 
TV campaign". Awareness of BA was compared to that of other 
airlines operating between Australia and Britain. Image 
perceptions were examined, contrasting findings emerging for 
the two major segments in the quota-based sample: Business 
travellers 30%; and non-business travellers 70%.
Awareness of the following factors were examined as components 
of BA’s image:
Worldwide offices
Hotels
Car hire
Travel service
modernity
expensiveness
prestige
safety reputation 
business class 
check in
baggage handling 
punctuality 
well liked 
seat comfort 
friendliness
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meals
passenger care.
5.4.5 Product development
Service changes and enhancements are important in an airline’s
marketing strategy, and a paper (no author given) presented to
BA’s internal Marketing Services Conference in October 1987
indicated how central is an awareness of customers’ needs and
perceptions to effective product development.
"The programme of research specifically relating 
to Super Club and Club in Europe goes back to 
1984. By 1986 we were faced with a situation 
that despite the fact that we were constantly 
improving in terms of the customer service we 
offered, we were falling behind in terms of the 
physical comfort aspects of our service. At the 
same time, a number of major competitors...had 
opted for snoozer seats and research results on 
these types of seats indicated that they could 
become the industry norm..."
"...essentially people fly Business Class for 
reasons of status, comfort and service....when we 
look at what drives people’s choice of 
airline...we found that whilst businessmen place 
great emphasis on all aspects of service, 
including those on the ground, some passengers 
are driven more by comfort, whilst others are 
more driven by service or schedule. (On) 
longhaul, comfort and indeed attention become 
relatively more important and schedule less so."
"The key issues for the traveller in the longhaul 
Business Class cabin are comfort and space; the 
ability to select a seat, segregation..priority 
treatment and the product extras...."
"When we looked around the world, we found that 
our reputation was very strong on the North 
Atlantic routes, but relatively weak on ... 
others...."
"Further research in 1986 revealed that aspects 
of comfort were becoming more important... (but)
...there is some shortfall in what people want
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and what BA delivers in terms of key comfort 
criteria; as the following table illustrates:
Id ea l BA C om petitor
Comfort 89% 57% 78%
Legroom 81% 49% 60%
Seat width 67% 48% 66%
Seat recline 57% 35% 57%
Atmosphere 45% 50% 80%
"If we were to fulfil our corporate mission, we 
would need to bolster our Business Class product 
to compete more effectively. The decision was 
made to relaunch the Business Class product at 
the end of 1987."
"Market research...plays an important part in the 
campaign, and customers are interviewed both on 
arrival and departure in London. They are 
questioned about their satisfaction with service 
standards both on the ground and in the air. 
Remarks are fed into Workshops and Customer First 
teams each quarter. Strengths and weaknesses 
can be identified and new service improvement 
initiatives started. This information is 
invaluable to training departments who can feed 
into their courses the information on service 
from our customers..” (BA Customer First 
Campaign).
5.4.6 Syndicated market research
A secondary source of market awareness is the wide series of 
studies available for purchase from specialist agencies.
These may be used to underpin the specific findings of 
company-focussed research, and to supplement the comparative 
aspects of BA’s own studies.
One example is the Customer Services Travelmeter. It is part
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of the Travelmeter survey, conducted in seven West European
countries by RSL. The introduction states:
"It looks at the behaviour and attitudes of air 
travellers on a comparable basis across ...
European markets....Travelmeter is based on fully 
representative national samples of the total 
population in each survey country.... The survey 
shows that 13% of all adults across the seven 
countries made a trip by air between May 1986 and 
April 1987....The survey reports on these 
airtravellers, looking in particular at 
their...use and opinions of airlines...The survey 
can...look at how (an airline) stands against 
other airlines amongst the total population of 
business air travellers across the seven 
countries....”
For each of 32 major airlines, the percentage and total of the 
sample who had used it in the last twelve months were recorded 
and respondents’ ratings are given in the categories:
Considered very good 
Considered good 
Considered poor
Responses were broken down in various tables according to:
* country of residence;
* total trips in the past year;
* purpose of travel;
* demographics including:
age, sex, education,
* employment status
eg self employed/ full or part time/ not employed; 
secretarial/ sales/ professional/ management level;
* company activity and size;
* personal and household income
specified as lower/ medium/ upper or high according 
to standards for each country.
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From time to time specific research findings are circulated in 
an attractive and simplified form to staff as the following 
example indicates:
"HOW DO OUR CUSTOMERS MEASURE AIRPORT SERVICE?"
This was presented as a small, attractive poster 
displaying an 11 item questionnaire with four possible 
responses for each category boldly ticked to indicate 
what passengers felt, and then summarised the 
findings:
"Our customers have told us they consider the 
following to be the most important aspects of 
personal service provided by airline staff at any 
airport
* Staff that are attentive and ready to help
* Polite staff
* Competence in dealing with any eventuality
* Level of tact displayed by staff in difficult 
situations
* Staff that appear to enjoy dealing with people
* Availability of airline staff
* Response to my individual needs
* Being treated as an individual
* Approachable staff
* Staff who are warm and friendly
* Being greeted with a smile.
"Our customers’ views are regularly monitored- 
every year 115,000 passengers are asked how they 
see us on all aspects of ground service from 
queue lengths to personal service..."
5.4.7 Monitoring public awareness
Amongst many other indicators by which the managers of an 
airline may gauge public awareness and opinions of their 
service are the exposure they receive in the trade and mass 
media. Within the travel and media industries, several groups 
award prizes for advertising, inflight service and so on, 
which attract varying degrees of publicity in the many 
market-places in which an airline operates.
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The everyday events of airline operations also attract public 
awareness at times. BA has a daily newspaper clipping service
so that its managers can gain an overview of the media
attention the airline industry receives each day. On 30 
October 1987 clippings were circulated in a 22 page 
compilation with the following index:
- Goodman bid for BCal could go to MMC (Airline World)
- Lord King to be next Tory Chairman? (Mail/Mirror)
- American Airlines sues BA (Various)
- Two more join Galileo (FT)
- BA agrees to "partner Marriot hotels (Times/FT)
- Fury over David Steel’s ATC attack (Mail)
- One passenger on BA Tristar flight (Regionals)
- BA buys stewardess’ George Cross (Various)
- Travel Trade Press round up
- Concorde runs short of fuel follow up (Private Eye)
- Overwing Exits will not go away (Flight)
- Incentive Travel Feature (Campaign).”
5.5 CONCLUSION
The foregoing discussion has demonstrated that BA places 
significance on understanding the ways in which its passengers 
perceive and experience airtransport services. A variety of 
sources have been described and the significance to BA of 
offering consistently satisfactory service experiences to its 
clientele has been outlined above. Earlier sections of the 
dissertation have examined the theoretical grounding to this, 
including the complexity of service encounters (chapter 3),
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and airline service differentiation in the context of the 
changing competition between airlines (chapter 4).
Subsequent chapters will describe the consumerist gap methods 
of generating data on the ways in which passengers experience 
flights, and are followed by analysis of the data base, case 
studies of specific service incidents and a discussion of the 
potential application of insights into customers’ perceptions 
of their experiences during airtravel gained from this 
research.
The consumerist gap concept and methodologies are intended to 
compliment and enhance, rather than replace the existing 
methods available to airlines wishing to understanding their 
customers’ experiences. Its particular contribution is to 
provide a structured method of analysing passengers’ own 
experiences, particularly during service interruptions, as 
expressed in their own terms. The next chapter presents a 
taxonomy for this approach.
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CHAPTER 6
A CONSUMERIST GAP TAXONOMY OF SERVICE ENCOUNTERS
6.1 INTRODUCTION
The discussion so far has shown that there is a convergence of 
interest on the topic of service management The diversity of 
perspectives being brought to bear from disciplines including 
psychology, marketing, management and quality control 
illuminate many aspects of importance to service analysts and 
managers, but the drawback is the lack of a common vocabulary 
to deal with the specific issues of concera It has been 
pointed out that this situation is typical of a field of study 
at an early stage of its development, that there is no clear 
and agreed vocabulary to deal with the specific issues of 
concern. "Researchers may actually come up with fairly 
similar dimensions but may label them differently" (Plog,
1987). A potential result is lack of specificity as experts 
debate their methodologies and findings with others (1). The 
taxonomy presented in Table 6.1 is an attempt to provide a 
common set of terms to describe the complex factors in 
services, and draws on a forthcoming paper by this author 
(Laws, 1992). The terms are introduced below, and will be 
illustrated in the analytical chapters which follow.
6.2 Anticipated and experienced satisfaction, the arid 
test and the satisfaction index
The consumerist gap concept argues that each client 
anticipates a particular level of satisfaction from a service, 
but that the satisfaction experienced may be more, or less
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than anticipated The pivotal idea in the consumerist gap
concept is that satisfaction is individually defined, both in
what its determinants may be and in the extent to which
satisfaction is experienced. Thus, the analysis sets a
notional level with different values for each individual. A
variety of factors can be identified which result in the
varying expectations of each client participating in one
service episode. These factors include their prior experience
of similar episodes, any individual worries or concerns and
the company’s advertising.
,rWhile each traveller has different expectations of 
satisfaction, those expectations are generated by 
marketing images and previous experiences. Dissonance 
(and dissatisfaction) results from a misunderstanding by 
service staff of what the client needs for his 
satisfaction, particularly during an interruption to a 
journey. Such dissatisfaction may be mapped conceptually 
as the extent of divergence of present satisfaction from 
that anticipated on purchasing the service." (Laws 
1986).
When overall satisfaction with a service equates to what had 
been anticipated at the outset of the episode (or when 
satisfaction experienced exceeds that anticipated) the 
consumerist gap acid test is passed, and it is likely that 
clients will consider purchasing future episodes from the 
current supplier.
However, this study demonstrates that services are experienced 
as a series of events, and a conclusion is that the sum of 
satisfaction outcomes from each service event (each component 
of the service episode) may be different from the overall 
satisfaction result as indicated by the acid test.
Accordingly, a subsequent chapter will explain how an index of 
satisfaction may be calculated. This compares the weighted
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value of satisfaction boosters and satisfaction depressants 
according to the intensity with which they were experienced.
6.3 Satisfaction boosters and depressants
The outcome of each event may boost or depress customer
satisfaction, but the intangible nature of services makes it
hard for the client to judge what to expect, or to know how to
assess what was received.
"In most service encounters, there are few or no natural 
clues to utility, either before the service occurs or 
after it is accomplished. Often, the customer does not 
know how to tell when she or he would be satisfied, and 
managers do not know how to structure the service process 
to satisfy customers. Yet this satisfaction is crucial 
to both customers and service providers." (Blackman,
1985)
It has been explained in chapters 2 and 3 that the consumerist 
gap view of outcomes for clients is similar to the Consumer 
Satisfaction / Dissatisfaction model which focuses attention 
on the reactions of consumers to satisfying or dissatisfying 
purchases; (Hunt, 1977).
6.4 Technical (type A) and service (type B) events
The consumerist gap taxonomy enables each event in a service 
episode to be allocated to one of two categories 
distinguishing the origin of satisfaction influences as 
service or technical in origin. Technical events record 
mechanical problems such as difficulty in opening an aircraft 
door, or routine aspects of the service design such as two 
queues which merge to the confusion of passengers. Technical
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events are termed Type A, while service events are termed Type 
B. These aspects of a service are the interactive factors 
which enhance (or detract from) the style of delivery. It 
should be emphasised that the distinction refers to the 
participant’s perception of events, and while it may not 
always be accurate from an operational point of view its 
importance lies in the understanding this category offers of 
where passengers believe influences on their satisfaction 
arise.
The approach adopted in the consumerist gap study has been to 
accept the passenger’s understanding of whether a particular 
event is technical or service in nature. In reality both 
aspects are often present, but passengers tend to focus on one 
or other aspect. This finding reflects one of the 
characteristics distinguishing services from products, that of 
intangibility (Cowell, 1986) which has the consequence that 
quality is difficult to judge.
6.5 Service episodes and events
In this taxonomy the term "episode" is used to define a 
complete service (specifically here a journey by air). A 
flight is a service episode both in the sense that it evolves 
from a beginning (the purchase of a ticket) to an end (arrival 
at one’s destination), and also it is episodic in the sense 
that future services (episodes) might be purchased.
Analysis of passengers’ reports of journeys by air indicates 
that an episode (journey) is understood by passengers as a 
series of events which have varying effects on their
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satisfaction, rather than as a simple, homogeneous experience.
In the consumerist gap taxonomy an event is characterised by a 
change in the level of satisfaction reported, or it refers to 
separate elements in the service, such as the delivery of a 
meal tray, followed by beverage service (two events).
6.6 Service interruptions
Problems in any service delivery may be caused by technical
failures or human error in the encounter. These events are
critical incidents which provoke correspondence, complaints
and claims for compensation, but can also yield valuable
insights when subjected to consumerist gap analysis. Related
concepts can be found in critical incident theory and in
service blueprinting failpoints.
"An incident is an observable activity that is complete 
enough in itself to allow inferences to be drawn and 
predictions to be made." (Flanagan, 1954).
"Failpoints are the part of a service blueprint which 
identify those processes of the service which are most 
likely to go wrong and function other than intended.... 
Failpoints can be internal and invisible to the customer, 
or visible..” (George and Gibson, 1988).
Travel services are notoriously subject to interruption as a 
result of weather, war, industrial disputes or technical 
problems, The immediate consequence of any interruption is a 
delay in the schedule. The management of passengers during 
such a delay is a main focus of interest in the consumerist 
gap study.
Any service interruption which occurs depresses satisfaction 
below the level anticipated, and a consumerist gap opens. 
Accordingly, each event during a service interruption was
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assessed as boosting satisfaction, or depressing the 
satisfaction experienced, and an explanation of the causative 
factors was sought from passengers’ reports. An extension of 
the study is concerned with the way in which managers respond 
to a delay. Two types of managerial effort are then required 
to bridge this gap- Type A responses coordinate the technical 
resources and skills needed to restore the service, and are 
beyond the scope of a consumerist gap study. Type B responses 
are concerned with restoring the customers’ satisfaction by 
attending to their comfort and individual needs.
Similarly, research into waiting suggests that the way people 
are treated significantly affects their overall perceptions of 
the quality of service provided on the flight. Most studies 
have been concerned with objective matters such as queue 
discipline, or service speed, there has been less discussion 
of the experience of waiting. Waiting can be demoralizing and 
it often engenders a feeling of powerlessness, particularly 
when the reasons for a delay are not clear, or there is 
uncertainty over the outcomes. (Maister, 1986).
6.7 Part-encounters and service phases
The term ’part-encounter’ has been coined in this taxonomy to 
refer to a series of events which form part of the complete 
service. Typically, a part-encounter consists of the various 
events following a service interruption (such as a delay). 
Consequently, part encounters are important in the client’s 
overall evaluation of a service, although they are composed of 
separate events with varying levels of satisfaction. Part- 
encounters have both type A and type B characteristics, that
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is there are technical factors in the service delivery, and 
interaction occurs between clients and staff. Such 
face-to-face service encounters have been distinguished here 
from other events called mini-encounters, (Blackman, 1985), 
where the firm impacts on a client’s consciousness through its 
advertising and other market-place activities.
Each type of service, for example car rental, hotel stays, 
retailing transactions or journeys by air has its own delivery 
characteristics determined by the underlying technology of 
that service, and designated by service blueprinting 
techniques (Shostack, 1981). In the case of journeys by air 
it has been found sufficient to distinguish six phases for the 
consumerist gap study, shown in Table 6.2
Each event in a service can be assigned to a specific service 
phase, although part-encounters can span more than one phase. 
Part-encounters are composed of a range of technical and 
service elements required to restore normal service after an 
interruption occurs. For example, in the event of a delay, 
announcements may be made, passenger comfort will be attended 
to, and a meal may be provided while type A responses diagnose 
and repair the fault before the flight resumes. Many of these 
elements in the part-encounter will occur at an airport
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Table 6.1
Consumerist gap taxonomy for service encounter analysis
CONSUMERIST
GAP
TERM EXPLANATION
Anticipated satisfaction
The level of performance which the client had expected.
Satisfaction experienced
The level of satisfaction actually experienced during the 
service, fluctuating event by event, and compared to the 
anticipated level.
Add test
Passed when the level of satisfaction experienced in the 
service episode matches or exceeds that anticipated.
Satisfaction boosters
Events which improve the client’s satisfaction.
Satisfaction depressants
Events, whether technical or service in origin, which 
reduce the client’s level of satisfaction during service 
delivery.
Satisfaction index
A ratio of satisfaction boosters to satisfaction 
depressants weighted by degree of influence of each 
event.
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Technical events (Type A)
Occurrences attributed to the design or operation of a 
service.
Service events (Type B)
Occurrences attributed to the performance of service 
tasks.
Episode
The complete service such as a flight.
Event
A discrete aspect of a service which influences clients’ 
satisfaction
Service interruptions
Unplanned incidents noticed by the client, and resulting 
initially in depressed satisfaction levels, (consumerist 
gaps). Managerial responses have the potential to 
restore (or worsen) satisfaction
Part-encounter
A set of connected events such as those occurring during 
the management of passenger satisfaction following a 
service interruption.
Phase
Specific aspects of a service, such as reservations, meal 
service etc.
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Table 2
Consumerist gap phases for the analysis of journeys by air
Reservations
Airport (departure and arrival)
Announcements
Meal and beverage service
Comfort (of seating etc)
In Flight Entertainment
140
6.8 CONCLUSION
The set of terms discussed above describes aspects of the 
experience of journeys by air. It distinguishes technical 
from service factors in the enjoyment of services, as these 
are understood by clients, and it enables researchers to 
describe the phases, events, and part encounters which 
together make up a service episode. The taxonomy provides a 
framework within which the factors boosting or depressing 
clients’ satisfaction can be analysed as divergences between 
the level of satisfaction experienced at various stages in the 
service episode and that anticipated, as will be demonstrated 
in the chapters which follow.
Notes
1 Plog has pointed out in relation to typologies of tourist 
motivation that the language used in research is 
sometimes complex, and the underlying logic may be 
confusing. "The end result is ... a research edifice 
which is intelligible only to its developer." (Plog,
1987)
The consumerist gap taxonomy has been developed to clarify the 
complexity of language which is begining to confuse the 
analysis of service encounters.
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CHAPTER 7
THE CONSUMERIST GAP DIARY RESEARCH METHOD
7.1 INTRODUCTION
In discussing the theoretical underpining to this research the 
significance for managers of gaining an understanding of the 
influences on their customers’ experiences has been 
emphasised. Preceding chapters have discussed the general 
background to service industry management decisions, 
considered the specific context of airline operations, and 
examined relevant approaches to understanding and managing the 
quality of its services recently adopted in British Airways.
This and subsequent chapters explain how the consumerist gap 
concept introduced in chapters 1 and 2 has been developed and 
applied in the present study, employing the taxonomy presented 
in the previous chapter.
7.2 GENERAL STRUCTURE OF THE CONSUMERIST GAP DATA
The data base for the following analysis is presented 
separately, and consists of data generated in three ways-
1 from reports of other people’s flight experiences (by
analysis of their unsolicited correspondence to the host 
airline, and through focus group sessions)
2 by a diary recording the experiences of one observer on a
series of flights (and certain other transport services)
3 from interviews with airline managers
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These sets of data have been analysed using consumerist gap 
concepts, but two separate though related methodologies were 
adopted. These are discussed fully later, the main difference 
being that the diary analysis records fluctuations in 
satisfaction around the anticipated level throughout each 
flight (service episode), while it will be shown how the data 
generated from other people’s reports was analysed to identify 
the factors influencing their satisfaction during responses to 
particular problems which they had experienced (part 
encounters).
7.3 CONSUMERIST GAP DIARY OBSERVATION METHODS
The diary data resulted from observations by the researcher 
during a series of 29 flights. These gave rise to 830 
observed events. The definition of an "event" will be 
discussed further in this chapter, briefly it is taken to mean 
a change in satisfaction or a different phase of the flight.
The consumerist gap observations are both qualitative and 
quantitative in nature. The narrative provides detail in the 
case studies which follow, and there is also a structural form 
to the observational data which has been revealed by simple 
analysis. The essential point is that the qualitative 
material provides the basis for understanding the multitude of 
complex factors contributing to the quality of experiences, 
while the quantitative approach concentrates attention on 
specific aspects under consideration in this study. The 
purposes behind the statistical procedures were to establish a 
profile for each flight, and to investigate the observed 
differences between various types of flight. To anticipate
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the discussion, the analysis does point to non random effects, 
and later chapters provide a discussion of the managerial 
significances of the factors identified. The set of flight 
profiles are presented in Appendix 2.
7.3.1 Limitations in the observation diary method
Before considering the consumerist gap observation diary, the 
robustness and validity of that data is addressed. Several 
weaknesses are recognised, relating to the single observer 
method of data generation, its scope and its subsequent coding 
for analysis, these are discussed below. The general 
conclusion is that the data can be treated as valid, with 
caution.
7.3.2 Sample of one
An important procedural issue is the researcher’s own role in 
collecting and analysing the data. This study should be seen 
as a pilot, while a fully resourced study could mitigate any 
bias which might persist here by deploying a team of 
researchers, and conducting systematic cross checks on their 
observations, coding, weighting and interpretation any 
individual’s idiosyncrasies could be factored out of the 
analysis. (Note 7. A)
The limited scope of the data base is acknowledged. This was 
an inevitable outcome of the limited resources available for 
the project (particularly germane to part time research 
which was carried out over a period which included a change in 
the researcher’s employment). However it is argued that
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sufficient flights were sampled for the purposes of this 
pilot study.
It is not suggested that the personal preferences or 
prejudices of any individual should form the basis of specific 
managerial actions. However, to the extent that the 
methodology makes transparent the concerns and pleasures of 
one traveller (and frequently those of his companion) the 
dairy observations provide a unique longitudinal study 
documented two separate volumes, and are the foundation for 
the case studies which provide an analysis of those factors 
influencing an individual’s satisfaction during twenty nine 
journeys by air.
7.3.3 Participant observation
The method of generating qualitative descriptions from a
researcher’s own participation in events is accepted practice
in social science as a method of research. The method is
considered particularly appropriate in the cases shown in
table 7.1, which also shows how this relates to the
consumerist gap study.
"Direct involvement in the here and now of people’s daily 
lives provides... a strategy for gaining access to 
phenomena that commonly are obscured from the standpoint 
of the nonparticipant.. Participant observation 
requires the researcher to learn about the insider’s way 
of life as it is experienced, defined and made meaningful 
by him or her." (Lazarsfeld, 1989).
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Table 7.1
Participant observation and consumerist gap methods
1 where little is known about the phenomenon
The literature previously cited indicates that the 
factors influencing clients’ satisfaction with services 
is at an early stage of development
2 there are important differences between the views of 
insiders and outsiders
Insiders are regarded as the staff and managers who 
deliver the service, while the outsiders are the clients.
Many examples are given in the thesis of divergencies of 
views between these two groups.
3 the phenomenon is somehow obscured from the view of
outsiders
This equates to the backroom creation of the technical 
features of airline services, also discussed as ’’the line 
of visibility" in blueprinting services.
4 the research problem is concerned with huhian meanings and
interactions viewed from the insiders’ perspectives
This represents a very close congruence with the 
consumerist gap philosophy.
5 the phenomenon is sufficiently limited in size and
location to be studied as a case
The reasons for selecting airline services as the 
research setting discussed in chapter 1 include a similar 
statement
6 the research problem can be addressed by qualitative data
gathered by direct observation.
The ways in which the consumerist gap methodologies 
achieve this are discussed in this and the ensuing 
chapt«nss.
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This study differs in one respect from traditional participant 
observation research in that sustained relationships with the 
research subjects (implying trust and acceptance) were not 
relevant, except in the important case of the sustained 
support of managers of the host organisation.
7.4 OBSERVATION DIARY METHOD
Table 7.2 shows the main steps in the consumerist gap diary 
method. The method of generating the data relied on recording 
observations of events which had occurred during a service 
episode such as a flight Each event which had an effect on 
satisfaction levels was noted in a diary as soon as feasible 
after the flight It was decided not to make notes during the 
flight as this might have had an affect on staff, either 
intimidating some or perhaps producing enhanced performance in 
the way noted in the Hawthorne experiments (Roethlisberger and 
Dickson, 1939). A second consideration was that passengers do 
not normally record detailed notes during a flight, although 
they do recollect aspects of the service, as will be shown in 
chapter 8. On transferring the observed events to a computer 
database each was annotated according to the coding 
conventions explained below.
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Table 7.2
Steps in the consumerist gap dairy method
1 observe those aspects of a flight which increased or 
decreased the observer’s satisfaction
2 record each in text form as soon as possible after the 
flight
3 specify their intensity taking anticipated satisfaction 
as a base line
4 code them for the phase of a flight in which they 
occurred
5 identify other people, both passengers and staff, 
involved in the experience, where relevant
6 assign causation to the carrier or another company
7 distinguish the change in satisfaction as due to service 
or technical causes.
8 analyse the occurrence and force of events in each 
observation series for comparative purposes.
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7.4.1 Flight description
Preceding the narrative account of each flight in the data 
base, a brief description is given. This covers technical 
aspects such as duration in hours, type of aircraft, the 
approximate load factor and so on, and is largely self 
explanatory. Its purpose is to provide a context to the 
ensuing analysis of satisfaction with that flight The flight 
description also states the level of satisfaction anticipated 
by the observer before the flight, together with a brief 
statement of the main factors in forming such expectations.
It stops short of identifying the particular airline (except 
for flights on BA, the host airline) or date of travel in 
keeping with the decision not to make these details explicit 
for reasons of commercial confidentiality.
An example is given in table 7.3, and each flight description 
sheet is reproduced as part of Appendix 3.
7.4.2 Length:
The distinction between long and short haul flights is set at 
five hours in this study, in conformance with general airline 
conventions. Some longhaul flights, such as AN, consist of 
two or more stages in the same aircraft; while others such as 
series S entailed a change of plane to reach the 
destination.
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Table 7.3
Sample flight description sheet
Flight observation series: M 
LONODON- COLOGNE/BONN
Anticipated satisfaction: about normal, never having travelled
with this carrier before.
Flight: one and a half hours approx
Time: early afternoon, friday
Type: 737 •
Seats: aisle and window, centre cabin.
Load factor: nearly full.
Acid test — pass
The outbound flight had been impressive. It was comfortable and 
easy. We looked forward to the return.
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7.4.3 Class:
Premium or Business class travel in this study means that the 
journey was in a separate cabin or section of the plane, or 
where the airline advertises one superior level of service.
Most scheduled airlines have brand names for their various 
classes of service, such as British Airways’ Club class. The 
generic term Premium or Business class is used in the diary, 
however, correspondents’ have sometimes referred to BA’s Club 
or Club World brands, and their usage has been retained in 
considering their reports.
7.4.4 Airline:
Flights were taken on seven airlines, only those on the 
research host (British Airways- BA) are ascribed to a 
particular airline in this dissertation.
7.4.5 Result:
The acid test of Pass or Fail. This test is used to provide a 
fast assessment of the overall satisfaction experienced on the 
flight (an evaluation of the service episode). A pass can be 
understood as a flight in which experience matched or exceeded 
the researcher’s expectations, and a fail occurred when 
satisfaction was below what had been anticipated. This point 
will be discussed further in chapter 9, where the calculation 
of an index of satisfaction relating to the various events 
experienced during a flight will be introduced.
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7.5 CATEGORIES IN ANALYSING THE NARRATIVE
Each observation of an event influencing the level of 
satisfaction experienced was assigned codes for nine 
categories, summarised in Table 7.4 and discussed below. 
These categories were selected after a pilot study and a 
literature search, and were discussed with airline managers as 
the study evolved.
The core of the consumerist gap analysis has three concerns, 
how satisfaction fluctuated between extremes of 
dissatisfaction and satisfaction, secondly what aspect of the 
flight was involved, and thirdly a distinction is drawn 
between service and technical events. Three contextual 
categories follow. These other categories deal with the 
researcher’s perception of who was the cause of the 
fluctuating satisfaction, and who was affected by it
7.5.1 Core categories
Impact of event on satisfaction
SBE /SBS /SBM /SDM /SDS /SDE
The primary feature of interest is the direction of influence 
on satisfaction- whether the observer’s satisfaction with each 
event during the flight exceeded (or did not reach) the 
anticipated satisfaction level. Each event is therefore coded 
as a satisfaction booster or depressant (Note 7.B).
Following the original consumerist gap methodology, it is 
suggested that a passenger has an anticipated level of
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satisfaction based on advertising, past experience and other 
individual assessments. This provides the base line for the 
various graphical presentations used to illustrate aspects of 
interest where particular service events are shown as yielding 
higher satisfaction than anticipated, or lower than 
anticipated satisfaction. This approach is similar to other 
models of satisfaction, as discussed in earlier chapters.
Each satisfaction influencing event was placed on one of six 
points on a scale ranging from extremely dissatisfying (SDE) 
to extremely satisfying (SBE). Intermediate cases of 
satisfaction or dissatisfaction were termed significant or 
mild. The neutral case, where satisfaction matched that 
anticipated was not used in the diary as interest is focused 
on fluctuation above or below the base line.
64% of all observations were rated as mild, divided between 
boosters (34%) and depressants (30%).
Journey stage
RES / APT /MEL / ANC /IFE /CMF
The second core category assigns each event to one of six 
major aspects of the flight: reservations, airport, meals, 
comfort, inflight entertainment and announcements. General 
groupings were selected for this exploratory study, but it is 
recognised that they are arbitrary. The complexity of airline 
services is such that British Airways employs 147 categories 
for the analysis of customer correspondence, as the case study 
in chapter 8 will show. Thus one of the research issues is to 
isolate those factors most pertinent to the question of what 
are the significant influences on passenger satisfaction. The
- 153 -
Table 7.4
The coding of observations
TWO IDENTIFIERS:
234 Observation number
AZ Observation series code
THREE CORE CATEGORIES:
Impact of event on satisfaction:
SBM Satisfaction booster- mild
SBS Satisfaction booster- significant
SBE Satisfaction booster- extreme
SDM Satisfaction depressant- mild
SDS Satisfaction depressant- significant
SDE Satisfaction depressant- extreme
Journey stage:
RES Reservations
APT Events at airports (or equivalent)
MEL Meals, including beverage
IFE Inflight entertainment
CMF Comfort
ANC Announcements
Type of event:
SER Service delivery
TEC Technical factor
THREE CONTEXTUAL CATEGORIES: 
Perceived source of effect:
CAR Carrier airline
CON A contractor to the carrier
ALT Another business
Individuals contributing to effect:
PAX Certain other passengers
STF Staff of the company
Affected passengers:
OBS Observer
CMP Observer’s travelling companion
OTH Some other passengers
ALL Every passenger
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analytical categories adopted in this study were selected 
after a series of observation flights, and applied 
retrospectively to the first ten observation series, as well 
as to all subsequent observations. It is suggested later that 
one of the features of the consumerist gap method is that 
these classifications could be adapted or modified to meet 
specific research interests.
Table 7.5 shows the distribution of observations amongst these 
journey phases. A relatively low incidence of events in the 
reservations phase had been anticipated, but it has been 
included in the study because it represents the formal start 
of relationships between passengers and an airline, and the 
accuracy with which these transactions are carried out will be 
shown to have effects for satisfaction outcomes during the 
journey itself.
Type of event
SER/TEC
The third category of interest in the core analysis of flight 
experiences is a distinction between the technical (type A) 
and service (type B) factors which impact on the passenger’s 
satisfaction. Technical events (TEC) record mechanical 
problems such as difficulty in opening an aircraft door, or 
routine aspects of the service design such as two queues which 
merge to the confusion of passengers. Service events (SER) 
are the interactive factors which enhance (or detract from) 
the style of delivery. It should be emphasised that the 
distinction refers to the observer’s perception of events, and 
while it may not always be accurate from an operational point
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Table 7.5
Distribution of observations amongst journey phases
RESERVATIONS
AIRPORT
MEALS
IN FLIGHT ENTERTAINMENT
ANNOUNCEMENTS
COMFORT
%  (rounded off)
2
39
21
5
1 9 .
15
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of view its importance lies in the understanding this category 
offers of where passengers believe influences on their 
satisfaction arise. Indeed, in future consumerist gap studies 
this classification may prove helpful to managers appraising 
aspects of service design and delivery systems, as will be 
indicated in the discussion of the consumerist gap’s potential 
contribution to service blueprinting.
42% of the observations related to service events, while 58% 
were technical in character.
Observation 221 is an example of an event which depressed the 
observer’s level of satisfaction, and which was technical in 
origin.
"Just before landing, the senior steward gave information 
about airport facilities and the procedures for 
disembarking and continuing passengers. At this point we 
learned that we should have retained our boarding 
cards."
Another event, 218, on the same flight (series H) boosted
satisfaction, and was categorised as a service event
"I asked to see the senior steward, who expressed his 
concern when he saw the meal I had been served. He found 
me a dish of excellent muesli from the business class 
brunch and asked for details of our next flight, offering 
to ensure personally that a better meal would be 
provided."
7.5.2 Contextual categories:
Perceived source of effect
CAR/CON/ALT
The complexity of journeys by air has been discussed in 
chapters 74 and 5. One facet which is of concern to airline
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managers relates to the many organisations involved in service 
delivery. Although a passenger buys a ticket carrying the 
identifying marks of one airline, a range of other businesses 
contribute to the service he receives. The consumerist gap 
attempts to investigate the consumer’s perception of the 
source of any changes to his satisfaction level during the 
stages of a journey. Its value to management lies in its 
ability to reveal whether passengers impute blame to the 
airline (CAR), to a company which is supplying services to the 
passenger on behalf of the airline (CON), or to any other 
organisation (ALT) which is involved in some way. In the 
discussion of passenger correspondence it will be shown that 
they are often unaware of the fact that aspects of the service 
are indeed provided by other organisations. In other cases, 
they compare their experience on one airline with others. The 
reality of which company actually provided the service under 
consideration, and what its relationship was to the airline, 
has not been investigated in this study.
The large majority of observations relate to events 
experienced during the journey which were attributed to the 
airline. The category ALT was very rarely employed, usually 
in the context of observations made about other airlines as a 
basis for evaluating the experiences. CON proved most useful 
in considering the origins of events at airports, where many 
facilities are clearly provided by companies other than the 
airline, as the following two examples illustrate.
337 M
"The doors were opened within two minutes and we 
disembarked directly to Immigration. The processes were 
very fast and simple."
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363 O
"We discovered that LT underground services did not get 
to Heathrow in time for the check in early on Sunday 
morning. This was highly inconvenient and added 
considerably to the length of the day and the cost”
Individuals contributing to effect
PAX/STF
In order to further understand the complex interactions which 
affect a passenger’s satisfaction during a flight an attempt 
has been made to identify whether the behaviour and attitudes 
of staff (STF) or other passengers (PAX) had contributed to 
any change in satisfaction. The following examples 
illustrate how this could arise.
PAX 
367 O
"We sat in a boldly marked no smoking section. In ten 
minutes three people sat down and began to smoke.”
STF 
425 Q
"The desk was quickly surrounded by unsuccessful standby 
passengers, several of the staff on the desk wandered 
away or looked busy with other tasks.
Affected passengers 
OBS/CMP/OTH/ALL
The final category records the observer’s opinion about which 
passengers were effected by any event The coding 
distinguishes between events influencing only the observer, 
(OBS) those which affected his frequent travelling companion, 
(CMP) those affecting several passengers (OTH) and events 
which concerned all passengers (ALL). Illustrative examples 
follow.
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OBS
793 AE
"During the delay I asked the Senior stewardess to check 
that my meal was on board. She consulted her list and 
confirmed that it was."
CMP
662 Z
"When we reached the head of the queue the supervisor 
looked at the note I had from the previous flight and 
said that he would probably be able to upgrade us, but 
that we should listen for our names after the flight was 
called. He said it was delayed by an hour, and he said 
that he would personally ensure that our special meals 
were boarded."
OTH 
703 AC
"I asked to see the airline’s airport supervisor, and 
while I waited another passenger was checked in for the 
same flight. He had a tight transfer at Honolulu to a 
connection with a mainland flight The counter assistant 
was helpful, and said there would be no problem with the 
connection. This passenger had also checked a cardboard 
box. After the rest of the transaction had been 
completed he was asked to sign the waiver document, again 
with no explanation. He became very agitated."
ALL 
749 AE
"As soon as they were seated, Business class passengers 
were offered champagne (at 7.50 am) or orange juice. The 
juice was freshly squeezed."
7.6 ILLUSTRATION OF CODING METHOD
As explained above, a flight was undertaken and the observer 
subsequently recorded his experiences of factors which 
influenced his satisfaction. Later that narrative was coded 
according to consumerist gap criteria.
The text in the left hand column of table 7.6 is taken from 
the observation dairy. It records influences on the 
observer’s satisfaction when checking in for flight series C.
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Table 7.6
Illustration of observation coding
(72 C SEM APT TEC OON PAX CBS)
The journey to Gatwick was easy, *
but the airport was very congested TEC
from the car drop onwards. The Technical problems
check in hall was nearly blocked at the airport
with stacked, empty luggage carts, OON
and straggling queues. People were PAX
generally bad tempered. There were CBS
many children. Late check-in and Other passengers
Business check-in were also very contributed to
busy. satisfaction
depression.
(73 C SDS APT TEC CAR CXEH)
The scheduled economy check in was
not clearly signed, whereas most *
flights were signed by destination. TEC
Several people joining my queue Another technical
found they were in the wrong line, problem, the
after waiting to get to the head. airline's
Their distress caused others responsibility
waiting to be uneasy. Although our CAR
queue was quite long a neighbouring OIH
desk apparently carried out only Other passengers
one transaction during about became
fifteen minutes. dissatisfied.
(74 C SDM APT TEC CAR ALL) *
A second desk opened, causing the TEC 
queue to split uncertainly, and CAR 
increasing concern that people were The carrier 
in the slower queue. attempted to
improve the 
service, but 
depressed 
everyone's 
satisfaction.
ALL
(75 C SBM APT SER CAR STF OIH) *
There seemed to be a recurrent SHI
problem in getting passengers to CAR
load their luggage in one go onto STF
the scales. Despite the rising The confidence of
frustration of passengers the two staff appeared to
staff seemed relaxed and confident boost many
in their transactions. The young passengers'
man serving my queue joked with the satisfaction with
two late middle aged women ahead of the service,
me; they seemed to appreciate it. despite problems.
- 161 -
Table 7.7
Criteria for defining consumerist gap events
1 a particular phase of the service delivery, eg
Reservations, Airport.
2 a distinct event in the delivery of that service phase,
eg delivery of meal tray, followed by the arrival of 
beverage service.
3 a change from one level of satisfaction to another
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These notes were subsequently assigned numerical identifiers 
72 to 75; and coded as explained in the right-hand column.
The actual coding for each event is given in brackets 
preceding it
7.7 FURTHER DISCUSSION OF DIARY METHODOLOGY
7.7.1 Coding intervals
The unit of observation for the dairy has three meanings. In 
the main this has been taken as a discrete change in 
satisfaction from the level anticipated. It can be defined as 
’one observed change in the level of satisfaction experienced 
from that anticipated.’ Similarly, Hoch (1989) advocated 
analysing any "event, conspicuous or anomalous enough to call 
for an explanation...Familiarity is important in determining 
which facts attract attention." The example he offered was 
"dried out Kentucky chicken." The second meaning to 
consumerist gap observation units is that they report on one 
of six predetermined, distinct phases of the flight, such as 
meals (MEL) or comfort (CMF). The third meaning is the 
occurrence of a separate event during the service, such as a 
table being set up, followed by the service of drinks then a 
meal tray. This would typically be recorded as three events, 
and could also therefore be regarded as a part encounter. The 
criteria for defining events are summarised in table 7.7
7.7.2 Critical incident techniques
"An incident is an observable activity that is complete 
enough in itself to allow inferences to be drawn and 
predictions to be made." (Flanagan, 1954).
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In accordance with this definition, the length and content of 
each observation differs. A critical incident in this study 
is defined as one which contributes to (or detracts from) the 
aims of the activity in some significant way. Accordingly, 
each event was assessed as exceeding the anticipated level of 
satisfaction for that aspect of a flight, or depressing the 
satisfaction experienced.
In common with critical incident techniques both ineffective 
and effective satisfaction management strategies were recorded 
in the consumerist gap observation diary, and analysed in the 
case studies, where they are classified as depressants or 
boosters.
Other researchers have suggested that consumers develop a 
script, a picture of the process which resides in their memory 
and against which they measure current experiences; (Abelson, 
1976). This is significant in two ways. One is that 
consumers choose the stimuli that are important to them.
Thus, the consumerist gap analysis attempts to meet the 
research need identified by Wilkie (1986):
"From the marketing side however, little systematic effort 
seems to have been given to studying how exactly to manipulate 
stimuli so as to condition consumers..."
Secondly, people expect certain sequences of actions or 
certain responses to typical service problems such as a delay, 
and different performance behaviours in different companies 
can cause consternation to passengers.
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7.7.3 Just noticeable differences
The impact of any service event varies according to individual 
judgement "All experience, using the word in the widest 
possible sense, is either enjoyed or interpreted or both, and 
very little of it escapes some form of interpretation." (Ogden 
and Richards, 1923, discussed by Hoch, 1989). Accordingly, 
the observation diary records experiences during flights which 
resulted in discrete changes in satisfaction.
The flight observation diary records six levels of changed 
satisfaction, whether boosting or depressing satisfaction 
compared to what had been expected. The ’mild’ influences on 
satisfaction levels falls just outside subjectively acceptable 
bounds, whereas other events cause significant or extreme 
satisfaction or dissatisfaction. Engel et al (1986) cited 
Brehm and Cohen (1962) to argue that post purchase doubts are 
most probable when "a certain threshold Of dissonance 
motivated tension is surpassed." Similarly, Weber’s Law 
(quoted in Britt, 1975) proposed that a constant change is 
necessary for a given stimulus before the subject notices the 
change; however, the JND (Just Noticeable Difference) varies 
between situations and between individuals. This study 
supports the JND concept in that varying changes in the 
satisfaction experienced are noticeable in the changing 
circumstances of flights. The just noticeable difference 
equates to the mild influences recorded in the observation 
diary as satisfaction fluctuated around the level anticipated.
Approximately 65% of observations fell into the "mild" 
category. In the analysis of the diary, mild events were
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scored at 1 or -1 in the analysis, while significant 
influences on satisfaction were scored 4 or -4, and extreme 
events were scored 9 or -9 for analytical purposes. This 
methodology will be evaluated critically in chapter 8.
7.8 EVALUATION OF THE CONSUMERIST GAP DIARY
METHODOLOGY
Two potential problems could occur in selecting within the 
consumerist gap categories discussed above for each part of 
the narrative. In the first place, the categories chosen 
might have limited applicability, or be found invalid. This 
was found not to be the case, as all flight observations were 
successfully coded according to these criteria.
The second potential problem arises in assigning appropriate 
coding to the narrative account of each flight However, the 
procedure embodied in the criteria was tested with airline 
managers and in the focus group study, as will be shown later, 
and this was not found to be a difficulty after the pilot 
phase. In contrast, it will be shown later that the 
categories which can be applied to an analysis of airline 
services have limited validity for the other transport 
services investigated.
7.9 CONCLUSION
The consumerist gap method offers a structured way of 
understanding how customers experience a service, focussing 
attention on the factors enhancing or reducing their 
satisfaction. Both the generation of data in the flight
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observation diary and its subsequent analysis have been based 
largely on one observer’s experiences in this pilot study. At 
a later stage of development the methodology described above 
could be adapted to more specific research topics (whether 
theoretical or managerial) and other researchers could be 
trained in the application of the consumerist gap dairy 
method.
It is important to emphasise that the diary analysis is based 
on a set of observations with certain features which are 
discussed critically in this chapter. Consequently it is not 
recommended that specific managerial actions or priorities 
should flow from these findings. Rather, a contingency 
approach is recommended for future studies adopting the 
consumerist gap methods, in which particular aspects of the 
service delivery system, and its perceptions by various groups 
of passengers should become the focus of attention according 
to managerial priorities established from time to time.
The consumerist gap diary methodology is intended to be 
applied to the entire sequence of events constituting a 
service experience: the approach is essentially based on a 
systems perspective, highlighting specific aspects of a 
complete service episode (or flight) for consideration from a 
theoretical or managerial perspective rather than identifying 
it for isolated study. This is in contrast to the analysis of 
customers reports which is concerned with selected incidents 
or part encounters.
The approach is essentially one of modelling individually 
experienced fluctuations in satisfaction levels. This is in
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accordance with Zeithmal and his colleagues’ approach. "Banks 
that measure teller performance strictly on output measures, 
such as end-of day balancing of transactions over look key key 
aspects of performance that consumers factor into quality of 
service perceptions". (Zeithmal et al, 1988, present author’s 
emphasis). For that reason it is suggested that the diary 
methodology is not directly applicable to such (important) 
managerial functions as routine quality monitoring or staff 
appraisal. Its role is better related to gaining a client- 
side perspective of the service.
The other methodologies adopted in this study provide a 
somewhat broader base of experiences on which to validate the 
observation diary. These include the focus group study 
drawing on a convenience sample of experienced travellers with 
an academic interest in the research; and a consumerist gap 
study of a sample of customer correspondence relating to one 
type of service. These are discussed in the following 
chapter.
7A
Potential bias could arise from the fact that the researcher 
is a vegetarian, and may have other personal preferences or 
dislikes which colour his view of his own or others’ flight 
experiences.
7B
With rare exceptions, all events recorded in the database have 
been coded for analysis in the way described. However, 
certain events are included because they relate to research 
procedures, for example Observation No 1068 explains how the 
researcher discussed a particular sequence of satisfaction 
events with the Purser during a flight As this and similar 
events had no influence on the satisfaction experienced, they 
are excluded from the analysis of flight satisfaction in which 
they occurred.
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7C
A decision was made to limit this study to other transport 
services, although it seems probable that the method has 
utility in hotel, tour, museum, entertainment and other 
tourism settings. It may also be extended later to a wider 
range of services where anticipated service standards are an 
important criterion which clients use in evaluating the 
overall quality of the service they receive, and where the 
service delivery can be categorised as technical or service in 
nature. An additional requirement for the application of 
consumerist gap methodologies is that much of the service is 
interactionist in nature. These criteria appear to apply to 
retailing, banking, medical consultations and to aspects of 
the educational process.
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CHAPTER 8
CONSUMERIST GAP ANALYSIS OF OTHER PASSENGERS’ REPORTS
8.1 INTRODUCTION
In addition to the diary research discussed in the previous 
chapter, the consumerist gap concept was also applied to other 
passengers’ reports of their experiences. The methods 
included reviews of unsolicited customer correspondence 
following certain service interruptions, and structured 
exercises with groups of experts. This chapter is organised 
in three parts.
Part 1 reviews the general methods and problems of analysing 
other passengers’ reported experiences.
Part 2 reports on the approaches adopted in a BA focus group 
session which the researcher attended, then discusses a focus 
group structured around the consumerist gap concept, and 
conducted by the researcher.
Part 3 examines batches of customer correspondence relating to 
selected service problems which occurred during the research. 
These were conducted with the support of the host airline, 
under agreed conditions of confidentiality.
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8.2 PART 1
ANALYSING OTHER PASSENGERS’ REPORTS- ISSUES AND 
METHODOLOGY
8.2.1 Confidentiality
Two major problems underlie the consumerist gap analysis of 
other peoples’ experiences including their correspondence and 
comments in focus group studies. The first is the need for 
confidentially. This has two senses, first degree 
confidentially refers to the undertaking given at the outset 
to the host organisation that details of individuals, whether 
staff or customers, would be protected. Second degree 
confidentially results from an assumption that people 
participating in a focus group as well as those writing in 
praise or complaint to any organization, expect that their 
personal experiences and views will not be broadcast outside 
that organisation. (Note 8. A)
8.2.2 Interpretation
The second problem is that passengers’ reports have to be 
interpreted. The two methods adopted to reduce any subjective 
element involved in interpreting their comments were to use 
the formal analytical techniques discussed below, and to 
obtain feed back whenever feasible. For example, the expert 
focus group participants received the coded notes of the 
session for their further comments. This did not result in 
any need for significant changes to the analysis.
Additionally, throughout the research interim findings were 
discussed with airline managers. It will be shown that they
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accepted the approach, and the findings. These discussions 
also had the benefit of providing additional insight, 
particularly into the operational factors underlying airline 
service delivery systems.
8.2.3 Method of analysis
The data which originated from other passengers reports of 
their experiences was analysed rather differently to the diary 
data discussed in the previous chapter. The reasons for this 
relate to the varied origin, scope and style of these sets of 
data.
The method consisted of reading photocopied incoming 
correspondence selected by the airline and preparing a 
synopsis of the opinions expressed. The need to adapt the 
consumerist gap diary method (from coding every observation) 
resulted from the great variety in style and detail among the 
correspondents, and the lack of opportunity for the researcher 
to verify with correspondents his interpretation of their 
statements in terms of the consumerist gap categories. For 
each correspondent the route was noted, as was the internal 
identification assigned to the file by BA, when that was 
known. (Correspondence was photocopied by BA for the 
researcher, who had agreed that customers’ names and addresses 
should be removed from the copy. Sometimes the airline’s 
identifying code was also omitted).
To locate each batch of correspondence, and the consumerist 
gap focus group study in the data base, each was assigned an 
alphabetical identifier in the chronological order in which it
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had been analysed. Each correspondent was assigned a unique 
identifying number, or in the case of the focus group, each 
topic raised by any participant was accorded a separate 
number. The reports were paraphrased for two reasons, in the 
first place this would preserve commercial and individual 
confidentiality. The second purpose was to help highlight the 
matters within each report which the researcher understood the 
correspondent had experienced as important influences on his 
or her satisfaction.
Thus far the methodology is comparable to that utilised in the 
consumerist gap diary research. However, the core and 
contextual coding categories were not applied to these 
reports, as it was felt that the analysis could be prejudiced 
by the observer’s selective and judgemental understanding of 
passengers’ accounts of events. The researcher’s judgement 
would add a second layer of uncertainty as here it would be 
necessary to interpret each report in the consumerist gap 
format. In contrast, the consumerist gap diaiy may be subject 
to the primary weakness noted here, that of selectivity.
Therefore, the method decided on was to read all the reports 
in any one batch (that is, those referring to one incident or 
type of service) and then to conduct a content analysis in 
order to identify the consumerist gap elements present in each 
batch. As indicated in the preceding discussion, satisfaction 
influencers could be identified with confidence, but although 
it had been intended to assign weightings to the reported 
influences it was found that the researcher’s ability to do so 
with confidence varied significantly amongst the
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correspondents according to their individual style and the 
detail in their reports.
The nature of the material is such that the degree of analysis 
to which it can be subjected also varies both between 
correspondents and at various stages of each communication. A 
further aspect is that the specific analytical categories 
developed for the consumerist gap diary study were not part of 
correspondents’ explanations since these were couched in their 
own terms. Accordingly batches of correspondence were 
searched for major or contrasting themes which reflect or 
contrast with the observational analysis.
One of the major themes of this research is that people 
experience service standards and incidents differently, and so 
no attempt has been made to consolidate the batches of reports 
for statistical analysis, nor to compare it directly with the 
diary analysis. The strength of the report analysis lies in 
its ability to identify the contingencies in specific service 
part encounters, as will be demonstrated in the case studies 
dealing with delays, special meal requests and so on.
8.2.3 Content analysis theory
The consumerist gap report analysis method has similarities to 
content analysis. Carney (1972) has quoted from Berelson 
(1952), who defined content analysis as "A research technique 
for the objective, systematic and quantitative description of 
the manifest content of communication." The consumerist gap 
research method also shares with content analysis its 
philosophy of asking "a fixed set of questions unfalteringly
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of a predetermined body of writings in such a way as to 
produce countable results." (Carney, 1972).
A distinction in the depth of analysis achieveable by the 
consumerist gap method needs to be drawn between data 
generated by the observer (or in future, better resourced 
studies by a team of trained observers) and data obtained from 
others, either through unsolicited correspondence or focus 
groups. The problem relates to the structure, context and 
construction of meaning from communications. It is assumed in 
this study (although limits to the validity of the ensuing 
statement could be posited) that the observer has a clear and 
full understanding of his own observations. However, in the 
case of correspondence, the exact meaning and importance of 
each aspect of the communication (and its relationship to the 
specific flight or the general context of that traveller’s 
experiences) is unknown. The focus group study and interviews 
with airline managers are an intermediate case, as discussion 
and questioning provided the researcher with opportunities to 
explore the meaning of their comments to those involved.
The nature of the problem has been recognised in the
literature on communications, and in content analysis.
"Good texts which facilitate analysis use language at an 
unconscious level... Language presents its skilful user 
with boundless resources. Its major terms have layer 
upon layer of meaning. Skilfully combined, these become 
phrases resonant with halftones, undertones, overtones 
and echoing reminiscences." (Carney, 1972).
The specific context to this problem may be understood in 
terms of Lasswell’s communications flow framework, that is 
’who says what, in which channel, to whom, with what effect?’.
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Teasing out these issues is beyond the scope of the present 
study, which accepts as valid and complete whatever a 
correspondent says. "The essence of the technique, and the 
reason why it is so complicated, consists precisely in the 
fact that each instance of its use is unique." (Carney,
1972).
This poses a further question, that of subjectivity. It has 
been shown previously that the observation diary of 29 flights 
benefits from holding the observer as a constant, rather than 
sampling a range of expressed views as is typically done in 
marketing research. Subjectivity presents a different problem 
in interpreting others’ reported experiences of influences on 
their satisfaction, but in this study every opportunity has 
been taken to expose the researcher’s interpretation to 
scrutiny, either in the focus study, or in detailed 
discussions with airline managers, and by consideration of the 
literature. This approach has parallels with established 
content analysis methods of validation including panel study 
(where judges independently define the themes), and using 
experts to code (or recode) the data into previously defined 
categories.
In summary, Carney argued that content analysis is the 
appropriate technique when the source material is voluminous, 
complicated, in the writer’s language, and when sources 
complement other data during an enquiry into attitudes. The 
consumerist gap approach to reports therefore has much in 
common with content analysis, summarised in table 8.1,
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Table 8.1
Similarities between consumerist gap report analysis and 
content analysis
CONTENT ANALYSIS CONSUMERIST GAP
setting categories and rules 
for identification of the 
characteristics under study
inspecting each batch for 
relevant consumerist gap 
categories.
counting occurrences yes
a virginity check- is 
something there or not?
satisfied, or not?
assessing to what degree 
something is evident
forcefield analysis.
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8.3 PART 2
FOCUS GROUP INSIGHTS
8.3.1 Introduction
One objective of the focus group conducted as part of this 
study was to try to obtain "the sort of information that 
consumers pass freely amongst each other (whether valid or 
not". (Calder, 1977). The second purpose was to explore the 
ability of the consumerist gap method to analyse the 
complexity of participant’s reported experiences.
8.3.2 British Airways’ focus groups
Focus groups are an accepted market research method of gaining 
insights into passengers’ awareness, concerns and 
expectations. The method relies on ascertaining the views on 
selected topics of an invited panel of consumers (Crouch,
1985). Panels are recognised as a way of researching 
consumers’ views of products (Tynan and Drayton,1988).
Panels are used for a variety of applications including 
longitudinal studies on the changing behaviour of customer 
populations, to test the response to new services, or to 
provide "a sensitive measure of trends in the quality of 
services”. (LaPage & Ragain, 1974).
The researcher attended a session conducted for BA by external 
consultants. During the meeting views were recorded on 
approximately ten topics, some were probed more deeply than 
others. The topics included participants’ initial attitudes 
towards named airlines, the frequency, journey types and class
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of travel of each member; and discussion of a variety of 
possible changes to BA’s products.
They were unequal participants, speaking partly from knowledge 
and partly from pre-judgements about various air-travel 
companies, and experiences of their own. Only occasionally 
did they talk across the room to each other, and none tried to 
take leadership of the meeting. After it was formally closed 
the more active members asked what other topics had been 
listed for possible discussion.
The results of such panel studies are reported to BA in a 
series (confidential to the airline) called monitors. The 
1986 series reported 86 participants’ views from the group 
discussions. One criterion for selection was that each 
individual had taken at least three business trips by 
scheduled carrier during the past year. 56% flew most often 
by Business class, and 67% had flown in Business class during 
the year, 98% had flown on BA. Relevant biographic details 
were given, and a detailed breakdown was provided of their 
destinations, the other major airlines they had flown on, and 
their ages.
The qualitative monitor quoted from individuals’ comments on 
the topics investigated, for example four one-paragraph 
quotations discussed experience of and attitudes towards check 
in. In addition, the monitor summarised the overall feelings 
of panel members and contrasted the findings with those of the 
earlier wave. The monitor accepted and reported passengers’ 
feelings "Delays were defined by panel members as lateness of 
actual take-off or landing."
- 179 -
8.3.3 Theoretical background
Peterson (1987) has indicated that the characteristics of 
qualitative research dictate small samples, extensive 
information from each respondent, and a search for relevant 
ideas, meaning and issues to quantify in later steps of a 
research programme. She recommended two methods:
1 Individual interviews
2 Focused group discussion.
8.3.4 Consumerist gap study
The panel for this pilot study was an expert convenience
sample drawn from university staff known to be familiar with,
and probably supportive of the research methodology; and who
were experienced airtravellers. This matches the criterion
suggested by Goldman (1962) who has recommended that a focus
group should have "a community of interests". Acquaintancy
amongst the members is a contentious issue in the composition
of such groups; however Kaden (1977) felt that friendship can
be a positive factor, and she recommended that groups should
be reused, as they may be presumed to function more
effectively as the members get to know each other, and the
methods being adopted. Further support for the expert group
was advanced by Sujan (1985):
"Experts have more knowledge about a given topic 
and therefore better developed categories for 
making evaluations and decisions".
It is recognised that the participants were not airtransport 
experts in a technical sense, rather that they were
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experienced travellers by air, with various academic expertise 
in the tourism, catering and accommodation sectors. This is 
regarded by other researchers as beneficial to the study.
"The larger the number of brands experienced, the wider the 
frame of reference". (Garvin,1988). "Apparently broader 
experience alters the perception of brands by providing a 
larger pool of comparative data. A secondary influence may 
also be at work, shifting the definition of quality.”
(Fornell and Westbrook, 1984)
8.3.5 Analysis
The synopses produced from audio tapes of the focus group 
study are reported in volume 2, series AK. In contrast to 
customer correspondence, these synopses were coded according 
to the consumerist gap conventions developed for the diary 
study, because one objective of this phase of the research was 
to test the validity of the coding categories for the diary 
observations. Secondly, the researcher was able to circulate 
the coded synposes to the focus group members in order to 
obtain their views on the legitimacy of the coding categories 
and the accuracy of the process. Apart from minor corrections 
relating to syntax and spelling in the draft, the synopses 
were not criticised by the participants.
Further references will be made to the focus group study in 
subsequent chapters of this report
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8.3.6 Conclusion
Two conclusions can be drawn. The coding and categorisation 
of participants’ expressed opinions of influences on their 
satisfaction can be considered to have been carried out 
accurately. Secondly, the categories employed in the diary 
study must have been meaningful to the focus group 
participants. Consequently the consumerist gap coding method 
provides an effective general framework for the structured 
analysis of what would otherwise be anecdotal evidence of the 
various influences on their satisfaction reported by the 
participants.
8.4 PART 3
CUSTOMER CORRESPONDENCE ANALYSIS
8.4.1 Introduction
Unsolicited customer comments are both inevitable and useful 
to any organisation supplying goods or services. Despite 
this, they are an inadequate base for planning, marketing or 
operational decisions, since they are an unrepresentative 
sample, they are difficult to analyse and they tend to deal 
with the extremes of passenger satisfaction or 
dissatisfaction.
The analysis of customer correspondence concentrates on 
service failures rather than service successes as complaints 
outweigh compliments by a factor of four to one. More 
significantly, service failures are interesting because they 
can be considered to be critical incidents during which the
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responses following the initial problem may reduce 
dissatisfaction, or exacerbate it
8.4.2 Theoretical background
This analysis is concerned with the second of the two basic 
functions identified for complaint management:
1 individual complaint handling, determined by the
long term value of future purchases of an 
individual complainant and that person’s word of 
mouth impact upon other consumers.
2 Aggregate complaint analysis, identifying and 
resolving common consumer problems thus avoiding 
their recurrence, and typically calling for a 
change in the firm’s marketing mix.
(Lewis and Morris, 1987)
One of the most significant supplier responses to consumer
discontent has been the widespread establishment within firms
of formal organisational structures for consumer affairs.
Typically, consumer affairs departments seek to improve
relations with the consuming public and to make firms more
responsive to the needs and grievances of consumers.
"By representing consumer interests in corporation 
decision making, these units offer potential for 
improving the satisfaction of consumers in the 
marketplace. Beyond these societal benefits, 
consumer affairs units also offer significant 
opportunities for improving marketing 
effectiveness. Among these opportunities are 
strengthened brand loyalty and reduced brand 
shifting, improved marketing intelligence, 
additional promotional strategies, ideas for new 
products and improved image and trade relations." 
(Fomell, 1981)
However, reliance on customers’ unsolicited comments is 
subject to limitations, such as those identified by Lewis and 
Morris (1987). They pointed to differences in personal
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behavioural characteristics tending to make complaints more or 
less likely, and addressed the organisational consequences of 
customer complaints, suggesting that interdepartmental 
communications might be suppressed because of various 
behavioral barriers in particular organisations. In 
particular, the higher the rate of consumer complaints, the 
more isolated is the complaint handling function likely to 
become.
Complaints are not always directed formally to the 
organisation supplying a service. Many customers, whether 
dissatisfied or pleased with a service discuss their 
experiences with friends, relatives or colleagues. The 
significance of word of mouth communications in social 
interactions is that dissatisfied customers are likely to tell 
many friends and business colleagues about their (perceived) 
bad experiences; (Stafford, 1966). They may thereby influence 
their contacts away from that supplier. However, if the 
dissatisfied passenger can be persuaded to direct his or her 
complaint to the airline, the company then has a second chance 
to put matters right, and in addition to placating one 
customer (and his travelling party), may also gain favourable 
word of mouth recommendations amongst the passenger’s circle 
of influence.
Fomell and Wernerfelt (1987), reported that in over half the 
cases which they investigated by following up written 
complaints, employees responses to the situation had 
aggravated the complaint This is significant because an even 
greater proportion of complainants reported that they would 
tell others about the events when their complaint was
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unresolved. However, in few cases was there a need for 
financial compensation- it was more likely that the 
complainant wanted better communications and a more pleasant 
response to his problem.
In summary it has been argued that a company can anticipate 
two gains from effective responses to complaining customers:
1 receiving and settling a guest complaint soothes 
an unhappy guest and forestalls the effects of 
negative word of mouth.
2 complaints show managers where the problems are.
(Lewis and Morris; 1987).
8.4.3 Correspondence handling at British Airways
BA’s customers’ confidentially is strictly protected, and 
these reports are an indicative analysis only of the incoming 
original correspondence, demonstrating how such data may be 
understood in terms of the Consumerist Gap methodology. BA’s 
own analysis of correspondence has indicated a fairly 
consistent ratio of compliments to complaints (30:70); however 
the letters examined in this study were drawn deliberately 
from complainants.
BA channels all compliments and complaints through Customer 
Relations, a Management function based at Heathrow.
Comments reach the department directly, by mail or phone, or 
from the video booths installed in some airport terminals; 
indirectly via travel agents involved in booking flights; or 
through other BA departments, notably Regional Managers or the 
Chairman’s and Chief Executive’s offices. Another route is 
the comment forms which passengers can obtain either in flight 
or at the terminal lounges.
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The Customer Relations department has two significant roles 
within BA:
1 A reactive problem solving function for dissatisfied 
customers, where it has the potential to redeem the 
situation and encourage the continued loyalty of 
customers.
2 A proactive marketing unit identifying opportunity areas 
for enhancements or changes attractive to customers.
An internal BA consultative document (1984) discussed several 
factors in its work:
* Evidence from an analysis of correspondence following 
known "service disasters" such as strike bound airports 
indicated that the complaint rate is variable-
Example A4 (BA reference)
"Flight left Barbados 4.5 hours late, diverted to Miami 
and arrived London 35 hours late. Typical ’creeping 
delay’ problems in Barbados, problems with USA 
immigrations and passengers spread between 3 hotels".
350 passengers; 32 complaints: ratio 1:11.
Example C (BA reference):
Industrial relations problems during September 1983 
"arguably affected 260,000 passengers yet generated only
1.000 extra complaints."
260.000 passengers; 1,000 complaints: 
ratio 1:260.
* The varying reasons leading the minority of those who 
write to do so: suggested motivations range from an 
attempt to gain compensation, to the high profile of the 
airline’s leaders.
* Complaints cannot be regarded as a barometer of customer 
attitudes, given their varying motivations; but the 
information gathered has potential value to BA.
* A computerised index was recommended (in 1984) as being 
able to monitor themes, contribute to better knowledge of 
the customers and of suppliers performance or of the 
effectiveness of various response strategies.
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For purposes of analysis and retrieval, each customer 
correspondence file is now logged by BA’s Customer Relations 
department into a computer database for analysis under some 
124 service headings grouped broadly into the following 
categories:
* Reservations Sales
* Cabin service
* Catering service
* Airport service
* Operations and Equipment
* General
The channels by which customers communicate with BA are also
recorded and classified as:
Letter; memo; telephone; telex; comment cards; Voyage 
report; verbal complaint record; draft; careline 
(telephone); and video point, the then new automatic 
video booths installed in certain airport lounges.
The 1984 report had recommended that all managers ("not just 
Directors") needed to routinely visit the department and read 
mail relevant to them (the mail is held secure within this 
department as a matter of policy). It pointed out that few 
did so in 1983, but at the time of the present study these 
visits seemed to occur regularly, although no figures are 
available. Incoming customer correspondence selected at 
random from the mail is now opened, read, and discussed by 
groups of managers on a regular basis.
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Table 8.2
Comparison of correspondence in two periods
Letters received 
of which:
complaints
compliments
queries
Month X 198a 
3,033
2,106
539
388
Month X 198b. 
3,623
2,445
696
482
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8.4.4 Executive correspondence summary
The Executive summary issued by Customer Relations for 
internal circulation presented the following analysis of 
customer correspondence received during two periods, shown in 
table 8.2
Confidential company data indicates that premium fare 
passengers, especially those travelling in First class, are 
the most active correspondents, both in expressing praise and 
complaints. Increases or decreases in expressed views 
concerning each of the following aspects were identified and 
discussed for "month x” in the two years cited above:
* Catering
* Ground handling
* Seat allocation
* Offloading
* Delay handling
* Staff attitudes
The main problem area identified in the second year concerned 
poor punctuality, particularly on the North Atlantic routes, 
and the Shuttle services, the subject of a consumerist gap 
case study reported in the next chapter.
8.4.5 Consumerist gap correspondence studies
Analysis of customer correspondence was carried out in several 
stages. In each case the original letters (or other 
communication such as fax) was photocopied for the researcher 
by BA. Rather brief letters were selected for the first batch
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(relating to Shuttle services), which were analysed in the 
customer relations department This was found to be a 
weakness as the correspondence offered little detail.
Subsequent sets of correspondence were selected according to 
criteria which facilitated a fuller analysis. These included 
more lengthy letters (in general a minimum of one page), and 
correspondence referring to a specific flight or incident. 
Furthermore, the researcher was able to retain copies of the 
correspondence (having given guarantees of confidentiality) 
with the result that a more detailed analysis was possible.
It will be shown later that these criteria proved beneficial 
to the study. The correspondence synopses are given in full 
in volume 2, while table 8.3 summarises the topics studied.
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Table 8.3
Consumerist gap studies of customer correspondence
Series Topic
X Shuttle correspondence
AK Focus group study
AN Montreal delay
AO Far East delay
AP Australian delay
AQ Storm delay and meal correspondence
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8.5 CONCLUSION
This section has discussed how the consumerist gap method was 
applied to gain an understanding of passengers’ own 
explanations of their experiences. The sources included 
unsolicited and unstructured correspondence received by a 
service company and data generated by a focus group study.
The pilot studies reported here show that the consumerist gap 
methodology can illuminate the detail underlying passengers’ 
reported experiences, and provide a structure for the analysis 
of the complex and varied factors influencing passenger 
satisfaction.
Kasseijian (1977), considered that most consumer situations 
present the consumer with little risk, and consequently may be 
regarded as low involvement. But in the consumerist gap study 
it appears that complainers whose correspondence is analysed 
in the following section tend to exhibit high involvement 
characteristics with regard to the experiences they report 
The significance of this will be further developed in later 
chapters.
The value of complaints lies both in their power as a 
communications device and as a means of giving the firm a 
chance to turn a dissatisfied customer into a satisfied and 
loyal customer (Fomell; 1976). A report for the US 
Commission of Consumer Affairs (TARP,1979) showed that 
complaining customers exhibit stronger brand loyalty than 
customers who did not complain and that loyalty could be 
strengthened further by the firm’s complaint handling. The 
foregoing analysis suggests that marketing oriented managers
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should encourage complaining behaviour; but the key to long 
term benefits from it lie in effective analytical techniques 
as a basis to their response strategies.
NOTES
8A
The discussion of confidentiality is also relevant to the 
observation diary, as many comments relate to the expressed 
views or presumed feelings of other passengers {including the 
observer’s companion) and to staff of the airline or other 
organizations. With the exception of the researcher’s 
companion, none of these was aware of the research underway. 
While both first and second degree confidentially have been 
applied to all those referred to in the observation diary 
(with the main exception of his companion, and minor cases 
noted at relevant points where senior staff were approached to 
discuss specific occurrences) other problems may arise from 
this method. It ruled out a discussion with the other 
passengers of their own perceptions of their feelings about 
the events which influenced their satisfaction. However, this 
is not felt to be a major weakness as it could be overcome in 
more formal (company specific) studies, and the discussion of 
customer correspondence shows how passengers quite often 
impute dissatisfaction to others. This awareness of others as 
an element in one’s own discomfort appears to be part of the 
dynamic structure of satisfaction experiences in complex 
service interactions.
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CHAPTER 9
STRUCTURAL ANALYSIS OF THE CONSUMERIST GAP OBSERVATIONS
9.1 INTRODUCTION
This chapter examines the structure of satisfaction influences 
within the consumerist gap data base, drawing on the diary and 
the report studies. It is organised in two parts. Part one 
demonstrates that flights are experienced as a series of 
events with varying effects on passenger satisfaction. Part 
two considers whether there are differences in the 
satisfaction influences experienced on contrasting types of 
flight, such as long and short haul.
9.2 PART 1
ANALYSIS OF THE DIARY OBSERVATIONS
9.2.1 Coding and scoring the observations
Chapter 7 has described how events influencing the observer’s 
satisfaction were noted on a series of 29 flights, and coded 
for subsequent analysis. Briefly, in addition to 2 
descriptors- a unique number for each event, and a letter code 
for each flight, a distinction was drawn between core and 
contextual categories. The latter included organisations and 
people involved in each event, both as causes and those 
influenced. Contextual categories are most relevant in 
considering the narrative accounts of experiences, while the 
core categories include the force of each event, the phase of 
a flight in which each occurred and the distinction between
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service and technical events. Precise meanings of these 
phrases have been discussed previously.
After coding each flight, the following procedure was carried 
out Mild events were scored 1 or -1, significant boosters 
were scored 4, significant depressants were scored -4 and 
extreme events were scored 9 for boosters and -9 for 
depressants. These values were adopted to highlight the 
increasing force of events; significant influences having much 
more weight than mild events (which have previously been 
related to the Just Noticeable Difference concept).
Similarly, it is assumed here that extreme events have much 
greater weight in influencing satisfaction, whether boosting 
it or depressing it.
Table 9.1 summarises the discussion above. These scores are 
used extensively in the analysis of influences on passenger 
satisfaction, together with the simple count of frequencies.
Thus, the relationship between mild, significant and extreme 
events has been taken to be an ordinal scale. Siegel (1956) 
has pointed out that any changes to values preserving the 
order of items in an ordinal scale does not change the 
information. (Note 9. A).
9.2.2 Structure of satisfaction influences during flights
Inspection of the dairy for each flight episode yields an 
analysis table in three parts. One example is given in table 
9.2, while the set is presented in Appendix 1. The first part 
of the analysis table is a count of the number of events which
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occured in each phase of the flight The second part 
distinguishes between the force of satisfaction influences 
which boosted or depressed satisfaction, and explains their 
origin as from one of four sources, the airline, its staff, 
other companies and other passengers. The third part of the 
analysis table for each flight is a brief summary of the main 
events recorded in the full diary. This shows the sequence of 
events and indicates whether they were mainly experienced as 
boosters (+) or depressants (-).
The static analysis of the same flight is also presented in 
the form of a satisfaction graph (figure 9.1) which plots the 
movement in reported satisfaction as the events unfold, in 
relation to the level of satisfaction which the individual had 
anticipated (Ao). The reasoning behind this reference base 
has been discussed in earlier chapters, where it was explained 
that prior experience and the company’s advertising together 
with other factors influence the satisfaction anticipated.
This satisfaction graph also distinguishes service events from 
those which were technical in nature.
A visual impression of the fluctuations experienced during a 
flight can be gained from the graph, and two or more flight 
sequences may be compared by juxtaposing the graphs derived 
from the respective dairy observations. This is most 
effectively achieved by the production of slides, for 
projection or computerised presentation.
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Table 9.1
Calculating the force of satisfaction influences
Diary 
code Value
SBE 9
SBS 4
SBM 1
SDM -1
SDS -4
SDE -9
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Table 9.2
Satisfaction analysis table
Flight observation series: Z 
LONDON - HONOLULU via DENVER
Anticipated satisfaction: Below normal, based on our experience of 
a different American carrier offering similar loyalty 
inducements.
Flight: seventeen hours approx
Time: noon, midweek
Type: DC10
Seats: window and aisle, overwing economy cabin,
then centre seats, front row, business cabin.
Load factor: almost full in economy.
Add test = Pass
We experienced several problems on this flight, and felt angry 
with the airline’s check in and meal procedures. However, the 
staff had tried hard to please us, their service was confident and 
effective. The business class upgrade enroute was unexpected but 
welcome.
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Flight Z
Distribution of satisfaction influencing events by flight phase
Airport 18
Announcements 8
Meals 10
In Flight Entertainment 4 
Comfort 5
(Reservations) 1
TOtal 46
Source and force of satisfaction influences
Boosters Depressants
Main Source
of influence
The airline 27 -111
Airline staff 6 -27
Other companies 1 0
Other passengers 0 -19
- Poor check in procedures
+ The airline's private lounge was comfortable
- There was a delay before departure
+ Neither of our special meals had been boarded, but the cabin 
crew provided pleasing alternatives
- There were lengthy queues for the toilets
There were insufficient immigration forms on board 
+ We were upgraded to business class for the next leg of the 
flight
There was a delay to departure
Fellow passengers complained about the business class service 
on the first leg
- Our special meals were not on board, but although we were 
brought acceptable alternatives, we were lectured about the 
airline's procedures
- Many of the headsets were inoperative
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Figure 9.1
Satisfaction graph for flight Z
z
SATISFACTION
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9.2.3 Evaluation of overall flight satisfaction
Two methods or levels of test for satisfaction with flights 
have been developed. The acid test is a fast assessment of 
the overall effectiveness of a complete service episode, while 
the satisfaction index considers the multiplex influences on a 
passenger’s satisfaction as the events of a flight which 
influence satisfaction unfold.
9.2.4 The acid test
The concept of an acid test is widely accepted in managerial 
circles, where its traditional use is as a fast test of a 
company’s trading solvency, as the following definition 
indicates.
"The liquidity ratio, also known as the quick asset ratio 
or acid test is calculated according to the formula:
Current Assets - Stock
Current Liabilities". (Blake, 1987).
In the present context the consumerist gap acid test is 
concerned with the researcher’s overall evaluation of a 
service, as satisfying (passing) his anticipated level, or 
failing to match it. By extension, the managerial application 
could be expressed as the proportion of repeat clients who use 
one company’s services from preference, or turn to an 
alternative supplier. It appears to be a valid managerial 
measure as clients who complain formally often threaten to
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Table 9.3
Consumerist gap evaluation of flights
Acid Test 
Result
Pass
*
*
F a il
*
Typical
Characteristics
Those on which passengers experienced no significant 
problems
Those where any problem was perceived to be handled 
well.
Problems which occurred were unresolved during the 
flight
Initial problems (usually technical in nature) were 
exacerbated (usually by service encounters).
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Table 9.4
Contrasting profiles, acid test pass and fail flights
Acid test result: FAIL PASS
Flight phase
AIRPORT
Service boosters 2.5 2.5
Service depressants 10 5
Technical boosters 3 1.5
Technical depressants 12.5 10
MEALS
Service boosters 1 2.5
Service depressants 4 2.5
Technical boosters 1.5 2.5
Technical depressants 5 3.5
IN FLIGHT 
ENTERTAINMENT 
Service boosters 0 0
Service depressants 1 1
Technical boosters 0 0
Technical depressants 1.5 1
ANNOUNCEMENTS
Service boosters 0.5 1
Service depressants 3 0
Technical boosters 0.5 0.5
Technical depressants 3.5 0
COMFORT
Service boosters 0.5 0.5
Service depressants 3 1.5
Technical boosters 0.5 1
Technical depressants 13 2.5
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take future business elsewhere unless adequate compensation or 
an explanation is offered for their dissatisfaction. This 
point is discussed further in the context of customer 
correspondence.
Flights which passed the acid test seemed to share one of two 
main characteristics, either they were mainly satisfying, or 
they showed evidence that any dissatisfying experience had 
been well handled in the subsequent part encounter. In 
contrast, in flights which failed the acid test, the observer 
either experienced predominantly satisfaction depressants, or 
one unsatisfactory part encounter or event overrode any 
satisfaction boosters he experienced.
Table 9.4 presents an average profile of the force of 
satisfaction influences experienced on flights which passed 
the acid test compared to those which failed. This was 
calculated by summing the weighted occurrence of satisfaction 
influencers on all flights which passed or failed the acid 
test, and standardising the result by dividing by the number 
of flights in that group. This method will be discussed 
further.
Although the acid test is significant in reflecting the 
observer’s immediate post flight evaluation of whether that 
flight had matched his anticipated satisfaction or not, the
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strength of the acid test is limited by two fundamental 
assumptions-
1 Each traveller on a flight may anticipate a different 
level of satisfaction.
2 The satisfaction anticipated by one traveller may vary 
from time to time.
9.2.5 The acid test and the satisfaction index
The acid test categories pass and fail appear to be 
unequivocal and mutually exclusive, but consideration of the 
narrative content of the diary showed that in fact all flights 
had included events which had both boosted and depressed 
satisfaction. In discussing this feature of the observations 
with researchers in related fields, it was suggested that the 
consumerist gap might be understood in terms of fuzzy 
categories (Scherl, 1990).
In the terminology of content analysis, the acid test really 
deals in fuzzy categories. At the heart of content analysis 
is the assigning of comments (words or phrases) to one of a 
few categories chosen by the researcher to encompass the main 
themes of interest Similarly, the categories pass or fail 
to which all flights have been assigned are mutually 
exclusive. However, it has been pointed out that ’'Sensitive 
issues are generally the controversial ones, and these have 
fuzzy edges." (Carney, 1972). Scherl and Smithson (1987) 
encountered a similar procedural problem during their content 
analysis of diaries recording Australian wilderness 
experiences.
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"In virtually all cases coders are required to utilize 
their coding categories as if they were hard edged and 
mutually exclusive. Little attention has been paid to 
the possibility that a given datum might fit into more 
than one category simultaneously, or partly into one or 
more categories.”
One aspect of this approach is the degree of inclusion or 
exclusion in a category of a particular case. Accordingly, 
the following were calculated from the core data generated on 
each flight,
1 Number of satisfaction influencing events for each
category,
2 Mean force (value) of satisfaction influences,
3 Standard deviation of influences.
The mean value of satisfaction influences for each flight was 
taken to represent an index of the satisfaction experienced on 
that flight. The results ranged from -2.44 (flight series AF, 
which had been rated acid-test fail) to 1.5 (flight series AA, 
which passed the acid test Note 9.B). Table 9.5 compares 
the satisfaction indices and the acid test results for all 
flights arranged by increasing satisfaction.
It can be seen from table 9.5 that there is a high degree of 
concurrence between the two methods, however series Z, P, and 
I produced apparently contradictory results under the two 
methods.
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Table 9.5
Flights ranked by increasing index of satisfaction
Flight Satisfaction Standard
Series Deviation
AG -2.44 2.51
V -2.34 3.17
AJ -2.22 4.21
Z -2.0 3.40
AM -1.91 4.10
J -1.82 3.52
AH -1.77 3.07
P -1.59 2.59
K -1.46 3.34
S -1.32 2.15
F -1.15 2.07
R -1.06 2.77
E -1.0 3.16
0 -0.91 2.22
Q -0.86 3.59
H -0.82 3.61
AC -0.76 4.10
A -0.72 2.52
AL -0.43 3.66
AE -0.4 2.56
C -0.33 1.84 •
D • -0.22 2.65
B -0.19 1.84
M 0.06 2.13
I 0.21 3.47
L 0.38 0.92
AI 0.48 3.01
N 0.58 2.10
AA 1.5 1.58
Acid test 
Result
F (Acid test Fail)
F
F
P (Acid test Pass)
F
F
F
P
F
F
F
P
F
P
F
P
P
F
P
P
P
P
P
P
F
P
P
P
P
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Z passed the acid test, but rather than the expected positive 
score, the satisfaction index calculated for the flight was - 
2. However, during this multi-leg long haul flight the 
researcher was upgraded as the response to dissatisfaction he 
had expressed and thus the initial impression of the flight as 
a single episode was quite favourable. (Details are given in 
the narrative in the data base).
Flight I failed the acid test, but produced a relatively high 
satisfaction index In this case, the narrative reveals that 
the observer experienced what he perceived as uncaring service 
and protracted baggage delivery on landing.
In contrast, flight P presented the observer with what he 
regarded as a serious problem, but it was effectively resolved 
during the journey. The effect of the various events during 
this flight was to produce a negative satisfaction index, but 
the acid test was passed.
9.2.7 Conclusion
Thus, it can be seen that the acid test proposed in the 
original consumerist gap paper (Laws, 1986) does not do full 
justice to the complexity of flight experiences, as both 
boosters and satisfaction depressants occurred on every 
flight. The analysis presented here strongly suggests that a 
service should be regarded as a series of events which have 
influences on clients’ satisfaction, and the sum of the 
satisfaction with the component elements of a service may 
differ from the overall satisfaction with the service when 
considered as a discrete episode.
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Serious implications for the management of services flow from 
this view, which has similarities to the concepts of "seamless 
service" and "moments of truth" which were discussed in 
earlier chapters, and which encapsulate the managerial vision 
of airlines such as British Airways and SAS. The problem is 
that any event which a client perceives as a service quality 
failure may negate the company’s overall service efforts in 
his or her estimation. This is particularly the case when a 
service interruption such as a delay occurs, as will be 
demonstrated in later chapters. The second part of this 
chapter will investigate the foregoing propositions.
9.3 PART 2
STRUCTURAL COMPARISON OF FLIGHTS
9.3.1 Hypothetical structure of flight satisfaction
experiences
The form of the case studies which follow is an investigation 
of a general hypothesis regarding the ways in which passengers 
experience flights. Throughout this dissertation it has been 
asserted that a complete flight episode is experienced as a 
series of events which have varying influences on passenger 
satisfaction.
Henkel (1976) has distinguished three senses in which the term 
null hypothesis is used. It can mean a hypothesis 
complementary to the research hypothesis which is believed to 
be true (as Fisher used the term). Secondly it can specify a 
parameter of zero and thirdly, in decision theory applications
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it has the purpose of specifying the sampling distribution.
In this study the form introduced by Fisher is used, that is, 
one of two hypotheses will be rejected on the evidence 
presented. The use of a straw man hypothesis (the null 
hypothesis likely to be rejected) has been criticised, not 
least for an implied expectation that the research hypothesis 
will be accepted.
"Once the null hypothesis is specified, the nature of the 
alternative hypothesis is usually resolved in terms of 
the amount of information the researcher has about the 
phenomenon under study.... Our ability to specify an 
alternative... is based ...strictly on our prior 
knowledge of the phenomenon..." (Henkel, 1976).
Null hypothesis 1
"Passengers perceive a flight or other service episode as 
a single experience"
This section concentrates on the serious events occurring 
during a journey, that is, those which resulted in extreme or 
significant satisfaction outcomes. For all 29 flights 
recorded in the diary, the total number of observations 
recorded was 830. 532 of these were classed as mild, while a 
further 3, although rated significant, referred to events 
during the reservations phase of flights. Consequently 535 
events were excluded from the calculations in this section.
Of the remainder, significant satisfaction boosters occurred 
70 times (resulting in a positive score of 70x4 = 280). In
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addition, 4 extreme boosters were noted, so the total value of 
boosters in the satisfaction influence analysis was 280 + 4x9 
= 316.
166 occurrences of significant satisfaction depressants were 
recorded, (166x -4 = -664), and 55 extreme depressants were 
noted. The combined force of satisfaction depressants in this 
analysis was therefore -664 + (55x -9)
= -1159.
Table 9.6 summarises the force of flight satisfaction 
influences experienced on all flights for each of the five 
phases of the journey: Airport, Meals, In flight 
entertainment, Announcement and Comfort (Note 9.C). This 
table results from the following procedure. The weighted 
occurrence of satisfaction was summed for each phase, 
distinguishing between service and technical factors, and 
those which boosted or depressed satisfaction. Each value was 
then divided by the number of flights to provide a 
satisfaction profile for an average flight This table will 
form the basis for comparisons which follow.
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Table 9.6
Satisfaction profile, average of all flights
Flight phase
AIRPORT
Service boosters 2.5
Service depressants 2
Technical boosters 6.7
Technical depressants 11
MEALS
Service boosters 2.8
Service depressants 2.8
Technical boosters 2
Technical depressants 4.3
IN FLIGHT
Service boosters 0
Service depressants 0
Technical boosters 1
Technical depressants 1.4
ENTERIAINMENT
Service boosters 1
Service depressants 0.5
Technical boosters 1.3
Technical depressants 1.7
ANNOUNCEMENTS
Service boosters 0.4
Service depressants 0.7
Technical boosters 2.3
Technical depressants 7.2
COMPORT
Service boosters 0.4
Service depressants 0.7
Technical boosters 2.3
Technical depressants 7.2
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9.3.2 General form of flight comparison case studies.
A application of the consumerist gap method lies in its 
potential ability to discriminate between flights in terms of 
the influences on a passenger’s satisfaction. To test this, 
the profiles of a variety of flights have been contrasted, and 
the narrative accounts have been examined to gain further 
understanding. It will be shown that there are both 
similarities and differences in the flight profiles, and it is 
important to note that one potential variable has been 
eliminated as the analysis is based on the diary observations 
which were generated by one researcher. The weaknesses of 
this sample of one approach are acknowledged, and are 
discussed elsewhere in this thesis. The quantitative profiles 
are further illuminated by the narrative in the diary, and by 
other passengers’ reports contained in the data base.
The 29 flights recorded in the observation diary fall into 
three pairs of mutually exclusive categories,
1 Economy or Premium class of travel,
2 Short or Long haul (5 hour or longer)
3 On the host airline or one of 8 others sampled in the 
study period.
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9.4. CASE STUDY
COMPARATIVE ANALYSIS OF PREMIUM AND 
ECONOMY CLASS FLIGHTS
9.4.1 Background
Much airline interest focuses on increasing the yield from a 
given volume of passengers. One approach is to offer 
passengers enhanced standards of comfort, service or 
flexibility in return for a premium airfare.
In many industries it is possible to vary the relative 
proportion of capacity devoted to different levels of quality 
(service) but this is difficult to achieve for airlines. Once 
the seating and galleys have been installed in a plane its 
configuration remains fixed until a major overhaul. (There 
are certain exceptions, including planes which can be rapidly 
converted to carry cargo, or seating designed to be adapted to 
different classes of accommodation. This type of flexibility 
also causes some difficulty, as will be discussed below.
A further problem facing airline managers is the conflict 
resulting from their strategy of providing various levels of 
service on one plane. Chapter 4 has indicated that the 
desirability of separating cabins offering different levels of 
service is constrained by the physical construction of the 
interior space; although many studies have shown that demand 
for different levels of service varies by route, day of the 
week and season. (Wells, 1984; Lovelock, 1985).
In the relatively open environment of many airliner cabins, a 
further factor is that passengers in one class are able to
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form opinions of the level of service received by passengers 
travelling at other fares. Although these impressions may be 
neither full nor entirely accurate, they may be formative in 
any decision to trade up (or down) on subsequent journeys. 
Observation 140 provides an example.
"Barbara had a good view of the Business cabin meal 
service and was unimpressed. She considered that there 
was little differentiation other than in superficial 
presentation, and was surprised that the cheeses were 
prepacked."
9.4.2 British Airways premium class passenger survey
As a further background to the consumerist gap comparison of 
premium and economy class services, a review was conducted of 
relevant British Airways recent research.
In common with many airlines, BA offers premium levels of 
service: its Business classes (European and long haul) are 
branded Club. A confidential report was commissioned, and 
carried out in 1984 "to establish what total package was 
required by business travellers on short haul routes and BA’s 
standing vis-a-vis other airlines on these routes." This was 
updated in 1986.
508 telephone interviews were conducted amongst a sample of BA 
club class passengers who had made four or more short haul 
journeys in the past year. They were identified from the In 
Flight Survey questionnaires completed in the year to February 
1986.
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The report provided a profile of business travellers’ 
demographic characteristics, summarised as:
"Predominantly male, 35+ years of age and very ’AB’ 
in terms of social grade.... and... reflecting the 
predominance of short haul traffic from the London 
and South East area. 32% earned more than 
£30,000, ... and more than twenty percent 
represented each of the following industries:
Engineering; Manufacturing; Services..."
The summary suggested that although there was little change in 
air-travel behaviour between the two series,
"...there have, however, been significant changes 
in the attitudes and requirements of short haul 
travellers with aspects of comfort and attention 
becoming increasingly influential in influencing 
airline selection."
"In comparison with the 1984 survey, business 
travellers appear to have far more choice and 
flexibility when planning their business trips.”
The respondents’ knowledge of the facilities offered by BA and 
four of its main competitors in their business class were 
examined:
* Over 90% recognised that "free unlimited drinks" were 
available on each airline
* Over 80% in each case were aware of the following 
facilities:
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"Gate check in and hand baggage; Special check in; and 
the ability to alter flights at no cost”.
* Over 70% knew of "better meals and better service 
inflight" with each airline.
* The other areas discussed attracted less recognition, 
including
"More leg room; larger seats; greater cabin allowance; 
more cabin baggage space; and fixed separator- Business 
from Economy cabin".
* Speedier collection of baggage was a feature recognised 
by only 10% (approx) of travellers with each airline.
(Source, Internal BA survey, Table 12).
17 factors were examined for their influence on airline 
selection for short haul Business class flights; these were 
grouped into three categories:
* Schedule (rated as important by 80% of respondents);
* Attention (33%)
* Comfort (14%).
9.4.3 Consumerist gap diary evidence
Eight of the 29 flights were in premium classes (1 in First 
Class on a three cabin service, 4 in the intermediate class 
accommodation on three cabin flights, and the remainder in the 
premium cabin on two class services).
Seven of the eight Premium class flights were rated acid test 
Pass by the observer. Against this, nine economy class 
flights were rated Pass, while twelve failed the observer’s
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Table 9.7
Contrasting profiles, premium and economy flights
Type of flight PREMIUM ’ EOONCMY
Flight phase 
AIRPORT
Service boosters 1 3
Service depressants 1 3.5
Technical boosters 2 8.5
Technical depressants 6 11
MEATS
Service boosters 2 3
Service depressants 0.5 4
Technical boosters 2 2
Technical depressants 4 4.5
IN FLIGHT .
EMTRTAINMEINT
Service boosters 0 0
Service depressants 0 0
Technical boosters 0 1
Technical depressants 0.5 2
ANNOUNCEMENTS
Service boosters 0 1
Service depressants • 0.5 1
Technical boosters 0 2
Technical depressants 0 2.5
COMFORT
Service boosters 0.5 0.5
Service depressants 0 1
Technical boosters 0 3
Technical depressants 2.5 9
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acid test The ratio of pass to fail was 7.0:1 for premium 
and 0.75:1 for economy class. This was the greatest 
difference between any pair of flight categories. However, 
there were fewer premium flights than any other category, and 
the observer has relatively less experience, of some 500 
flights prior to this study perhaps a dozen (all long haul) 
had been in premium classes. Further more, some of the 
premium class flights were provided by the host airline at an 
early stage of the study to facilitate development of the 
diary method, and others were upgrades provided by other 
carriers as part of their response to certain service failures 
recorded in the observation diary.
A total of 219 events were observed on Premium class flights, 
that is an average of 27 per Premium flight 610 events were 
recorded on economy flights, giving an average of 29 events 
per flight The were fewer occurances of mild events during 
premium class flights, indicating perhaps a more relaxed 
atmosphere and style of service (as indeed is claimed in 
typical advertising copy for premium class travel). It is 
also significant that comfort featured less in the perceptions 
of satisfaction with premium flights, probably reflecting the 
enhanced technical aspects of the service blueprint
The distribution and force of significant and extreme 
satisfaction influences experienced in premium class are 
contrasted with the pattern in economy class in table 9.7.
The consumerist gap analysis does more than provide a 
statistical profile by which various services may be compared. 
Its main purpose is qualitative, and the narrative which forms
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the consumerist gap diary offers other detail elaborating the 
differences discovered in analysing the core statistical 
structure. The following discussions illustrates the 
experiences of different service classes.
9.4.4 Stylish service
The quality of service enhancement offered in premium classes 
compared to the standard in economy class is one of the 
appeals used in advertising, and therefore can be regarded as 
a factor in raised service expectations against which the 
service experienced is assessed. Sometimes the stylish 
service was delivered very effectively, as observation 305 
indicates. On other occasions the impression was marred by 
other aspects of an event, as shown in the following 
observations.
305 L
"As soon as most were seated papers, orange juice and 
champagne (Pol Roger) were offered to business 
passengers. Attractive tulip glasses were used. A 
welcome message was broadcast"
761 AE
"About an hour and a half out meal service began. The
first step was to set up the tables, which were then 
covered with heavy linen napkins. We all sat and waited 
for fifteen minutes after that"
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9.4.5 Differentiating service standards
The practice of offering more than one class of service on a 
single aircraft is based on business criteria centering on 
revenue maximisation from a given route. However, demand 
conditions vary around an airline’s network, and some airlines 
have adopted flexible seating arrangements. This practice can 
be visible and irritating to passengers as the following part 
encounter indicates.
83 C
"Technicians, some in overalls, others wearing suits were 
working in the cockpit Two began to move the cabin 
divider curtains back, apparently causing some complaints 
from both sides of the divide.”
84 C
"As soon as the doors closed the captain announced our 
route. He apologised for the delay which was due to 
baggage loading, and to the erection of the economy 
/business cabin divider. He added that people would 
have noticed that. The captain invited passengers to 
enjoy the cabin service."
The attempt to differentiate standards can operate to the 
detriment of passengers travelling in other classes:
135 E
"Business class finished in the row ahead, and our seats 
were obscured by a curious extra headrest When the
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seats ahead were reclined this intruded into our space. 
It also cut off our view of the screen.”
378 O
"About 20 minutes out a nearby passenger called the 
stewardess and complained about the smell of fish coming 
from the business cabin (actually, the galleys). The 
stewardess worked quite hard to calm him down. Later he 
complained about smoke coming back from passengers in the 
rear seats of the business cabin. No one else actually 
complained to the crew- but several nearby discussed 
their own dislike of the smells."
9.4.6 Comparisons between classes
As pointed out above, passengers are sometimes able to observe 
aspects of the service delivered to people travelling in 
another class. This partial knowledge may encourage or deter 
future decision to travel in an alternative class.
672 Z
"We were seated (in Business class) in front of a 
collapsible rigid partition separating us from First 
class. They didnot seem to have much more room than we 
did, but the seats seemed wider. They were being served 
cocktails. Business passengers got nothing during the 
twenty minutes we remained stationary."
675 Z
"Our other neighbours recognised us from Gatwick. They 
were on honeymoon and had not previously flown further
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than Malaga. They seemed amazed that it was another 
seven and a half hours flight to Honolulu. They 
complained about the service in Business class on the 
first sector, particularly about their stewardess. They 
asked us if economy was much worse."
870 AG
"Several colleagues asked for wine, but as there was none 
they switched to champagne. This had to be brought from 
Business class, and after a while the stewardess became 
worried that the supply would run out She stopped 
selling it to economy passengers (amongst whom were 
Directors of several major tourism companies).”
Economy flights produced more dissatisfaction at airports, 
perhaps confirming the advantages of dedicated check in 
facilities for premium class travellers, and the more secluded 
waiting lounges available in this class of service. Secondly, 
there was a higher incidence of dissatisfaction recorded under 
the phase comfort, again reflecting the increased investment 
by airlines in space and other attributes of the premium 
services offered.
9.4.7 Evidence from passengers reports
Several points emerge from a consideration of how dissatisfied 
customers view their ’status’ as economy, first or business 
class passengers. (Some of the comments in correspondence 
concerning delays and flights without catering which are 
analysed later also referred to a passengers’ class of 
travel.)
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Relatively few people travelling in economy class explicitly 
state this, although passengers in both premium classes draw 
attention to the fact. It appears that this is a factor in 
their complaint for one or more of the following reasons-
1 That having paid a premium they anticipate not only 
excellent routine service, but special attention during 
any service interruption,
An example is 1138, where the passenger stated his view 
that during the Montreal delay "there should have been 
some differentiation (in accommodation and catering 
arrangements) for first and business class passengers."
2 Secondly that the premium acts as some tangible measure 
of non performance of aspects of the service.
An example is 1133, where the passenger referred to his 
treatment at Montreal. "We are not package deal 
travellers paying rock bottom rates."
3 A third way in which passengers refer to their class of 
travel is in claiming that it is an irrelevance when a 
service is seriously delayed, that human needs should be 
met equitably irrespective of the class of travel.
An example is 1127, which records the comment of a 
passenger during the Montreal delay. He complained that 
a ground agent handed drinks vouchers to a group of 
business travellers, "... she made no effort to enquire
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whether other passengers... might require assistance or 
refreshment”
1005 AK
"The handing of stowed coats individually to First Class 
passengers by some airlines delayed everyone on 
disembarcation."
9.4.8 Service interruptions
During problems which disrupt the routine of service delivery, 
the distinction between service levels acts as a point of 
reference for customers’ complaints, as the following excerpts 
from customers correspondence indicates.
1169 AR
"Business class passengers were served "one glass of 
orange juice and two glasses of water" on a nine and a 
half hour journey...A dire warning to those travelling 
economy...You advertise the quality of your service as 
the key feature of your ’Club World’ product...surely 
that service forms part of the contract.for which the 
passenger has paid a premium price?"
9.4.9 Conclusion
The foregoing case study has shown how the consumerist gap 
approaches can distinguish between different classes of 
service. The core characteristics of premium and economy 
class flights have been contrasted, and the narrative accounts 
of the observer and other passengers have illustrated
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important differences in the ways in which different classes 
of flight have been experienced.
The consumerist gap approach to modelling the influences on 
passenger satisfaction reported in different classes of 
service can compliment established methods employed by airline 
managers interested in identifying appropriate improvements to 
offer their customers.
Premium class travel is an important market sector for 
airlines, for reasons elaborated in earlier sections.
Analysis of customer correspondence also supports the view 
that a superior level of service is anticipated by passengers 
paying premium fares, and they tend to expect preferential 
treatment during any service interruptions. The consumerist 
gap model can be adjusted to recognise the relatively high 
anticipated satisfaction levels of premium fare clients by 
setting Ao higher than normal on the satisfaction scale, but 
as the scale is nominal, this is not a requirement of the 
model.
9.5 CASE STUDY COMPARATIVE ANALYSIS OF LONG 
AND SHORT HAUL FLIGHTS
9.5.1 Introduction
13 of the 29 flights were long haul (five or more hours).
According to the acid test criterion 5 were rated Pass, while 
8 failed to match the observer’s anticipated levels of 
satisfaction. 11 of the short haul flights passed, and 5 
failed the observer’s acid test. Table 9.8 provides details.
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The respective ratios of Pass to Fail were 0.62 :1 and 2.2:1.
Of the three comparative flight categories studied this gave 
long haul the highest pass score. This result might reflect 
the observer’s previous experience, which has included 
approximately 280 out of some 500 flights to long haul 
destinations, and this may have had two effects. It might 
have reduced his anticipated satisfaction to relatively low 
levels (as flights are typically in economy class on airlines 
which discount heavily), or the experience gained may be a 
basis for more realistic judgements of long haul flights. A 
contrary view is also valid in particular circumstances, that 
is the passenger has heightened sensitivity to service 
enhancements or failures.
A third possibility accounting for superior satisfaction 
outcomes with long haul flights relates to the destination or 
the purpose of travel rather than the service actually 
experienced. An example is found in correspondence series AP, 
when a passenger travelling to Ireland from Australia suffered 
a long delay and his luggage, which contained his wedding 
suit, was also misplaced.
A further factor is that typically more observations are 
recorded on long haul flights than short haul flights due to 
the longer duration and the greater complexity of the service. 
This includes several meals, intermediate stops, audio 
visually presentations and so on, so it could also be argued 
that long haul flights are more at risk of fail points in the 
service blueprint
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Table 9.8
Contrasting profiles, short and long haul flights
Type of flight SHORT DONG
Flight phase 
AIRPORT
Service boosters 3 2
Service depressants 1.5 3
Technical boosters 6 8
Technical depressants 7 17
MEALS
Service boosters 1 5
Service depressants 3 4
Technical boosters 1.5 3
Technical depressants 1.5 8
IN FLIGHT 
ENTERTAINMENT 
Service boosters 0 0
Service depressants 0 0
Technical boosters 1.5 0.5
Technical depressants 0.5 3
ANNOUNCEMENTS
Service boosters 0.5 1.5
Service depressants 0.5 1
Technical boosters 0.5 2
Technical depressants 0.5 3.5
COMFORT
Service boosters 0.5 0.6
Service depressants 1 0.5
Technical boosters 3.5 1
Technical depressants 7 8
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9.5.2 Discussion of the diary evidence
Table 9.8 indicates that far more depressants occured in the 
airport phase in connection with long haul flights. This can 
be accounted for by the nature of such journeys, which are 
often multi-leg and therefore involve more airport 
interactions. Furthermore, there are often more details to be 
attended to at check in, in the context of more passengers 
checking in, and often this occurs in unfamiliar airports. On 
arrival, other factors predominate. These include 
unfamiliarity, queuing both for immigration and baggage 
retrieval, and then for customs clearance, and the effects of 
crossing time zones on individual moods.
Other factors can assume much greater significance on long 
haul flights because a passenger is often in the hands of his 
or her airline for 12, 24, or more hours. Meals are a
particular issue as there are no alternative sources of 
refreshment or nourishment available. Announcements become 
more dominant in the passenger’s experience, particularly when
safety and related announcements are repeated several times on
one journey. In the constrained circumstances of an airliner, 
comfort can also become a serious depressant factor in 
assessing satisfaction.
A very high proportion of the technical satisfaction boosters 
occurred at airports on short haul flights. In the main, this 
can be accounted for by the researcher’s preference for 
travelling without checked luggage, thereby reducing waits 
both at check in and on arrival.
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9.5.3 Conclusion
The foregoing discussion suggests that the fact of a flight 
being long haul may be a determinant of the way in which it is 
experienced by the passenger compared with short flights.
9.6 CASE STUDY
COMPARATIVE ANALYSIS OF AIRLINE SERVICE
9.6.1 Introduction
In this analysis, interest focuses on the satisfaction 
experienced by one observer on one airline as distinct from 
satisfaction with all flights. 12 of the 29 flights recorded 
in the observation diary were with the host airline. These 
included both long and short haul flights, and economy and 
premium classes of travel. 7 passed the acid test compared to 
9 passes on other airlines. The force and distribution of 
satisfaction experiences is shown in table 9.9
9.6.2 Discussion
British Airways, the host airline for this research performed 
better than competitors in the airport phase, scoring fewer 
depressants but also fewer boosters. In part, the greater 
boosting effect obtained from competitors related to the 
researcher’s membership of a frequent flier club which 
provides fast check in and private lounge facilities together 
with priority luggage handling. However, the diary records 
several occasions when the latter benefit was not in fact 
provided.
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Table 9.9
Contrasting profiles, flights on BA and other airlines
Type of f light OTHERS BRITISH AIRWAYS
Flight phase
AIRPORT
Service boosters 3 2
Service depressants 3 1
Technical boosters 11.5 10
Technical depressants
MEALS
Service boosters 3.5 2
Service depressants 4 1.5
Technical boosters 1.5 3
Technical depressants 5.5 3
IN FLIGHT
ENTERTAINMENT
Service boosters 0 0
Service depressants 0 0
Technical boosters 1 2
Technical depressants 2 1
ANNOUNCEMENTS
Service boosters 1 0
Service depressants 1 0
Technical boosters 2 0
Technical depressants 1 1.5
COMFORT
Service boosters 0.5 0
Service depressants 0.5 1.5
Technical boosters 3 1
Technical depressants 8 6.5
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BA appeared to provide a more consistent standard of service 
than competing airlines sampled during this study. Its 
flights featured a greater force of satisfaction boosters 
relating to comfort, and it yeilded fewer extremes of 
satisfaction or dissatisfaction in relation to both meal 
service and announcements.
What characterised its services as distinct from those of 
carriers in general was a lower incidence of depressants, 
particularly with respect to service performance. It is 
interesting that the mild category of satisfaction shift was 
very closely matched between the host airline and all 
carriers, both in terms of the distribution between boosters 
and depressants, and between service and technical factors.
This was not the case with the other categories of flights, 
premium and economy, or long and short haul, where the mild 
changes in satisfaction were unevenly distributed.
9.7 HYPOTHETICAL STRUCTURE OF FLIGHT EXPERIENCES
In summarising the analysis of satisfaction experiences, the 
two hypotheses stated earlier in this chapter will be 
discussed briefly.
It has been shown that in each flight a number of fluctuations 
in satisfaction has been identified ranging from 8 (series AA) 
to 51 (series AE). The analysis table and graph for each 
flight, given in the Appendices, illustrates how frequently, 
and with what intensity, satisfaction varied.
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This finding of the diary method, that a service is 
experienced as a series of fluctuations in satisfaction is 
supported by further evidence from the focus group and the 
analysis of customer correspondence. Thus, the null 
hypothesis stated earlier is rejected, and it can be stated 
that a flight is experienced as a series of events having 
varying effects on satisfaction.
9.8 CONCLUSION
This chapter has shown how the consumerist gap methodology, 
particularly the observation diary, can be analysed to obtain 
a structured view of the factors influencing satisfaction 
during flights and other transport services. Two approaches 
have been developed in this chapter, and illustrated from the 
data base. It has been shown how fluctuating satisfaction 
during a single flight can be modelled, and the influences on 
the observer can be identified. Secondly, comparisons can be 
drawn between various types of service, such as premium fare 
and economy, or long and short haul flights through the 
analysis of a series of observations.
NOTES
9.A
This set of values was selected to emphasise the distinction 
made in this study between mild, significant and extreme 
influences. Alternative approaches could yield results worthy 
of consideration. For example, the category mild might be 
considered of central significance in an alternative programme 
of research. In that instance, the simplest scoring protocol,
- 233 -
1, 2, 3 would be preferred over the present approach which 
takes the square of the base protocols as the values for 
analysis.
9.B
According to airline managers, it is possible to ascertain 
whether passengers who state that an airline has failed their 
acid test do in fact purchase its services subsequently, but 
only in special cases such as members of frequent flier and 
other privilege groups.
9.C
The sample of one method adopted in this portion of the study 
has already been subjected to critical scrutiny. In addition, 
a skew in the index towards satisfaction depressants can also 
be noted. Future consumerist gap studies, based on the 
reports of other observers might be expected to produce 
somewhat different indices, but these would be neither more 
nor less valid than the set of results reported here, since 
they would account for each observer’s own evaluation of the 
influences experienced on his or her satisfaction. This point 
is considered further in the case studies, which analyse the 
data generated by others.
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CHAPTER 10
CONSUMERIST GAP CASE STUDIES
10.1 INTRODUCTION
This chapter applies the consumerist gap concept and methods 
to gain further insights into the effects on passenger 
satisfaction of various events which occurred during flights 
and it introduces additional theoretical and managerial 
perspectives.
The case studies which follow focus on specific aspects of 
airline services which may concern managers from time to time 
and draw both from the diary observations generated by this 
researcher and from other passengers reports. Yin (1981) has 
defined the purpose of a case study as "to investigate a 
contemporary phenomenon within its real life context"
The level of analysis is the part-encounter, which has been 
defined in the consumerist gap taxonomy as "a set of events 
which are a component in the overall service." The first 
case study deals with shuttle services, a brand which British 
Airways was reevaluating at the time of this research, and 
other case studies examine special meal service, and 
experiences at airports as these were found to be the source 
of most satisfaction influence during the analysis of diaiy 
observations. In the latter two cases the part encounters
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examined here began with service interruptions, and considnrider 
the following hypothesis:
Null hypothesis 2
“Following a service failure, passenger satisfaction 
will vary in a random way."
10.2 CASE STUDY
SHUTTLE CORRESPONDENCE ANALYSIS
10.2.1 Background
British Airways operates shuttle flights between the main 
British cities, in competition with various other airlines and 
British Rail. The shuttle services were regarded as a 
distinct brand, and had been heavily promoted as offering 
guaranteed departures on a regular basis with no booking 
requirement At the time of this study, the original promise 
of a back up plane had lapsed, although some passengers 
appeared to expect this facility, and the airline was 
reviewing the service which had been subjected to increasing 
criticism of standards of comfort, reliability, inflight 
service and conditions in the departure lounges, particularly 
at peak times.
This study was carried out in three stages. The diary 
observations of Shuttle flight experiences are reported in 
series Q and R, the shuttle lounge at Heathrow was visited at 
a peak travel time, and customer correspondence was reviewed.
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10.2.2 Shuttle flight experiences
Table 10.1 and figure 10.1 show the satisfaction profiles for 
the two shuttle flights sampled. These flights lasted less 
than one hour each, but resulted in relatively large numbers 
of satisfaction influencing events. In both flights, the 
majority of events were ascribed to the airline by the 
researcher. A particularly discomforting aspect of both 
flights was the system used at Heathrow to transfer passengers 
between the aircraft and the terminal by coach, as the 
following observation indicates.
438 Q
,fWhen we got through the gate, a group of passengers was 
waiting in the cold wind for the driver to open the 
coach doors."
475 R
"The coaches took us on an uncomfortable journey to 
Shuttle, only departing when they were all full. They 
travelled together in convoy.”
The outward journey failed the consumerist gap acid test 
However, this had the effect of depressing the anticipated 
level of satisfaction (Ao) for the return flight, as can be 
seen from the flight description given in table 10.1.
Consequently, despite a low calculated satisfaction index 
(-1.06), the return flight passed the acid test The 
satisfaction index for the outbound flight was calculated as 
-0.86. This points to the multifaceted nature of service 
satisfaction experiences and underlines the managerial need 
which the consumerist gap approach attempts to meet, that of 
gaining a deeper understanding of passengers’ views of the 
salient aspects of services.
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Table 10.1
SHUTTLE FLIGHT PROFILES
Flight Q
D istrib u tio n  o f s a tis fa c tio n  in fluencing  events by phase
Airport 12
Announcements 3
Meals 1
In Flight Entertainment 0 
Comfort 5
(Reservations) 0
Total 21
Source and fo rce  o f s a tis fa c tio n  in fluences 
B oosters D epressants
Main Source 
o f in fluence
The airline 19 -23
Airline staff 17 -29
Other companies 1 -7
Other passengers 0 -1
- Check in was not very efficient
- The bus transfer to the plane was very uncomfortable 
+ A minor safety matter was handled with precision and 
confidence
- The plane was too crowded for me to work
- Another passenger complained about conditions on the route, 
which he used regularly
+ Airport procedures were efficient
Flight R
D istrib u tio n  o f s a tis fa c tio n  in fluencing  events by phase
Airport 9
Announcements 3
Meals 2
In Flight Entertainment 1
Comfort 1
(Reservations) 0
Total 16
Source and fo rce  o f s a tis fa c tio n  in fluences 
Boosters D epressants
Main Source 
o f in fluence
The airline 7 -24
Airline staff 2 0
Other companies l -1
Other passengers 0 0
- The lounge was uncomfortable
- Boarding was very slow
- The bus transfer on arrival was uncomfortable.
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10.2.3 Shuttle correspondence
Fifteen letters relating to shuttle flights were reviewed, the 
shuttle correspondence synopses are reported in series X of 
the observation dairy, numbers 601 - 615. Three examples are 
presented here. In contrast to the presentation adopted for 
the analysis of the observation dairy, major fluctuations in 
the satisfaction which passengers reported are represented 
cumulatively, as discontinuities in a step graph to highlight 
the varying events in their reported experiences. The 
reference base of anticipated satisfaction (Ao) has been 
retained.
603 X
BA REF None, (letter addressed to Lord King, the Chairman).
London - Istanbul
Synopsis
A long delay to the connecting shuttle flight resulted 
from the illness of the first officer. By the time a 
replacement was found the original crew had to stand 
down as they had not sufficient flying time for the 
route. The delay was exacerbated by minimal catering. 
Luggage retrieval on return to London was slow- a 
contrast with "Far Eastern" airports, and the return 
shuttle flight was missed. The (then impending) 
possibility of a BA merger with BCal was raised as a 
matter of concern, the passenger objecting to a stronger 
monopoly.
Figure 10.2 presents the information contained in this 
correspondence in the form of a chart of fluctuating 
satisfaction. It will be seen that after the initial 
disappointment each event reported by this passenger further 
depressed his satisfaction. (No suggestion is made that the 
force of particular events was of any specific or relative 
magnitude).
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604 X
BA REF 0812 Manchester- London 
Synopsis
40 passengers had been unable to board a shuttle flight, 
no back-up was provided. Staff provided 
"unsatisfactory" excuses. The other passengers’ 
problems appear to have exacerbated this passenger’s 
dissatisfaction. He pointed to BA’s "monopoly", and had 
sent this complaint to-
1 the Ministry of Transport,
2 his MP,
3 the Chief Executive of British Airports Authority, 
Heathrow.
613 X
BA REF 0676 Belfast- London 
Synopsis
The absence of a back-up service resulted in the 
passenger missing a connection to Swiss Air. Check-in 
staff promised a transfer to BA services, which had to 
be renegotiated at Heathrow. Luggage arrived a day 
late.
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Figure 10.2
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Figure 10.3
Satisfaction with shuttle services 604
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Figure 10.4
Satisfaction with shuttle services 613
Satisfaction experienced
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Table 10.2
Shuttle correspondence- factors influencing satisfaction 
(Ranked by number of mentions).
Number
o f
m entions D epressant
7 Discomfort from overcrowded lounge during delay
6 Other passengers also inconvenienced
6 Frustration during the delay
6 A belief that competitor airlines were "better"
5 Threats not to fly again with this carrier
5 Luggage further delayed
4 Previous delays experienced on shuttle
4 Inconvenience (social or business) resulting from
the delay
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10.2.4 Discussion
It seems from the foregoing examples that passengers’ 
satisfaction did not stabilise at the depressed level 
resulting from a service interruption. Content analysis of 
all cases in series X was carried out, and supports the view 
that satisfaction levels fluctuate after a service 
interruption.
Attention can therefore be focussed on the ways in which 
customers explained their fluctuating satisfaction, and the 
following depressants and boosters were isolated from the 
correspondence studied in relation to shuttle services.
Taking the 15 correspondents’ expressed views together, the 
factors which they most frequently mentioned as having 
depressed their satisfaction with shuttle services during the 
delay are summarised in table 10.2.
This particular set of correspondence was the first studied, 
and the limitations identified in an earlier chapter (notably 
short letters, brief access) resulted in a more robust 
procedure for subsequent correspondence analysis in which 
letters were selected which were more detailed, and the 
researcher was able to remove copies for fuller consideration. 
The shuttle correspondence was useful to the development of 
one of the methodologies underlying this study, and 
intrinsically interesting because it related to a complex, 
highly publicised brand which was about to be improved.
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10.3 CASE STUDY 
SPECIAL MEAL SERVICE
10.3.1 Background
During the series of flights undertaken to study consumerist 
gap applications, the failure of a variety of airlines to 
deliver the special meals promised was noted (the observer is 
vegetarian, and his companion referred to in the flight 
observation diary has a preference for seafood dishes on her 
flights). Additionally, customer correspondence and focus 
group comments concerning general problems with airline meal 
service are considered. The consumerist gap analysis focuses 
on the response to the non delivery of special meal requests, 
and identifies both technical and service aspects of interest 
when cabin staff respond to a passenger complaining of the non 
delivery of a special meal request
The two main reasons for special meal requests recognised by 
airlines are dietary, for example, low salt, non dairy 
products; and cultural or religious; such as Kosher,
Vegetarian, and so on. Airlines typically offer a finite 
selection of options such as "vegetarian", or seafood", the 
two special meals investigated by the researcher and his 
companion. For technical reasons airlines require prior 
notification of special meal requests, so that these can be 
prepared and delivered to the plane ahead of its departure.
Anecdotal evidence suggests that a proportion of special meal 
requests are made in order to gain personal service or a 
differentiated flight experience, and other research has
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indicated the significance of meals in tourists’ choices (of
destination):
"Sampling local cuisine and dining at a variety of 
restaurants ranked high on all four groups’ vacation 
activities except outdoor vacationers." (Sheldon and 
Fox, 1988, discussing an analysis of US visitors 
touring, or on outdoor, city or resort visits to 
Canada).
Similarly, Marris (1986) reported that:
"The literature review has revealed that previous 
studies have touched only lightly on the role of 
foodservice in destination choice and not at all in 
destination experience; that foodservice has some 
importance in destination choice but is not the 
primary factor; and that different nationalities place 
different importance on food in their destination 
choice."
Several of the flights recorded in the observation diary
included Denver as a transit point or as an embarkation point,
in both cases catering for the following leg would have been
supplied to the plane from Denver, where flight catering was
the subject of a report.
"United Airlines stirred the pot yesterday by announcing 
it will provide special meals to travellers with a 
minimum notice of six hours, instead of the previous 24 
hours notice...A computer upgrade has enabled its 17 
flight kitchens to provide last minute special meals for 
a range of appetites and dietary requirements. Of the
60.000 inflight meals United serves daily, more than
6.000 are special meals ordered by passengers when they 
purchase their tickets. ’Its a way to differentiate our 
service from competitors,’ a United spokeswoman 
said."...United’s kitchen at Stapleton Airport is the 
airline’s second largest, producing about 20,000 meals a 
day with a staff of 520. Special meal orders vary 
between 600 and 1000 per day according to Scott Bergner, 
manager of food services. Vegetarian meals top the list 
out of Denver, followed by the ’Travellers lighter
choice seafood platter.” (Mahoney, 1990).
One of the major appeals evident in airline advertising is the 
quality of their meal service. Passengers are frequently 
pictured eating appetising dishes from luxurious crockery and
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receiving the stylish attention of caring waiters who offer 
fine wines and excellent coffee. The consumerist gap analysis 
indicates that significant marketing gains might be made by 
those airlines which understand how to manage customers’ 
initial negative experiences when a special meal is 
unavailable.
The foregoing discussion acknowledges that meal service has 
varying importance for passengers, but is likely to be a 
significant factor in their overall satisfaction with a 
flight It is therefore suggested that the quality of meal and 
beverage service is a factor in clients’ anticipation of 
flight satisfaction. For the purposes of this study, the 
service and quality of meals during a series of flights was 
evaluated by the researcher for their effect on his 
satisfaction. (Note 10. A).
10.3.2 Summary of consumerist gap diary meal observations
Meal service (including beverages) is one of the six main 
phases of a flight recorded in the diary study, and is taken 
to include beverages, snacks or full meals offered on board a 
plane. The meal category accounted for 22 %  of flight 
observations. The force of satisfaction influences relating 
to meals was 142 boosters compared to 214 depressants. This 
excess of satisfaction depressants over boosters represents 
consumerist gaps which arose and then were managed in several 
ways. The primary causes were generally technical in nature 
and included non delivery of a requested vegetarian meal, or 
one which was inadequate in various respects when it was 
delivered. These primary depressants tended to be experienced
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as significant and were therefore weighted -4. Secondary 
depressants, as the following discussion will show, include 
the responses of staff when notified of a primary service 
failure, and their varying responses sometimes exacerbated the 
initial dissatisfaction but on other occasions ameliorated 
dissatisfaction.
10.3.3 The Origins of dissatisfaction with meals
Garvin (1988) has argued that although much of the literature
on quality analysis distinguishes between plant and field
problems, these are identical except that they are observed in
different places. That is, the service is flawed before it
reaches the consumer. In a footnote drawing on Furman and
Nearing (1977) Garvin continued:
"The correspondence is especially close in service 
industries ...where the number of unscreened errors is 
closely linked to levels of service quality.."
An unappealing, damaged or missing meal is seldom detected 
until meals are served to the passenger in flight, that is to 
say, the failure is detected in the field. Such problems 
normally originate earlier, (in the plant) when the 
passenger’s request was not (accurately) relayed to the 
kitchen; or during preparation, packaging or storage; or 
alternatively in the sorting of meals for delivery to specific 
flights. The scope for errors can be judged from the 
statement that 28,000 separate items are boarded by the 
catering flight assembly Unit (on MAS- Malaysian Airline 
System) long-haul 747 flights. (Jamaludin; 1988).
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10.3.4 Responses to  meal problems
One of the key points of focus in the consumerist gap concept 
is the nature of responses to problems (whether originating in 
technical or service failures). The effects on reported 
passenger satisfaction can be tracked in the consumerist gap 
narrative content of the observation diary. Several incidents 
(part-encounters) demonstrate that staff vary in their 
sensitivity to the dietary preferences of their passengers, 
irrespective of the class of travel. The following examples 
show typical situations in both economy and premium class.
10.3.5 Premium class flights
764 AE
The very large passenger near me was a Rabbi. He 
refused the kosher meal he was brought as it had been 
heated with other meals. He asked for fresh fruit 
instead, and champagne.
9 - 10 A
Breakfast was served quite soon after takeoff. My tray 
had a mixed meat/cheese plate. The stewardess said she 
was not able to provide a vegetarian meal.
She left the meat/cheese on my tray, and did not offer 
any alternative meal, nor to supplement the small meal 
now remaining available to me. The fruit salad was 
pleasing and very fresh- in contrast to the orange 
drink.
1105 AM
Breakfast was served. It consisted of a mixed tray of 
cheese and cold meat together with a very small (but 
appetising) fruit salad. Although I was in row 8, the 
croissants ran out before they reached me (from the 
front). We were offered champagne and coffee.
799 AE
After about two hours meal service began. After 
our trays were set up champagne was served, 
accompanied by tiny, attractive canapes. They 
contained meat I asked the stewardess about my
vegetarian meal. "Oh no, we’ve only got one 
special, its a low calorie meal. You should check 
when you board you know”.
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10.3.6 Economy class 
976 AJ
There was no vegetarian meal on board for the Indian 
couple behind me. They were furious, and the FSD when 
summoned by the stewardess suggested that it had been 
handed in error to another passenger. This did not calm 
them, and after a while he brought trays to them from 
Business class.
1045 - 1050 AL
As meal service began I reminded the stewardess of my 
vegetarian meal request. She acknowledged it, and in 
due course brought me a tray marked with my name.
I tried the nondescript salad. It was definitely not 
vegetable.
The stewardess came several minutes after I called her, 
and by then my anger had died down a little. She could 
not see the problem, as my main dish was vegetarian. I 
asked for the senior steward.
By the time most passengers had finished their meal the 
cabin supervisor came to my seat His response was 
rather cold, and I again asked to see the senior 
steward.
He came quickly and listened to my complaint. He 
apologised and said that he would see what he could put 
together from the Business or First class cabins, then 
he asked if I would prefer to try an Asian vegetarian 
meal. Several passengers around me had had them, and 
they seemed very appetising.
When one was brought for me it was excellent
10.3.7 Discussion
The various part encounters presented above can be understood 
as service responses amplifying, or attenuating an initial 
problem. Sometimes, it required repeated requests to obtain 
the promised meal, while on other occasions the cabin staff 
refused to bring anything from a more expensive class to an 
economy passenger. It should be noted that this latter 
problem was not encountered in Business class, where catering 
from First class was provided, although sometimes after a 
protracted delay.
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In some cases the staff responding to the observer’s 
difficulty expressed little sympathy, did not recognise that 
he had experienced a service malfunction, or exacerbated his 
disappointment by challenging his assumptions concerning the 
service standards anticipated (eg that all courses would be 
vegetarian in nature), or presented technical difficulties in 
rectifying the problem.
Primary problems, for example the non availability of a 
requested vegetarian meal, occurred in all categories of 
flights, and the responses to the presenting problem were no 
less predictably satisfactory in premium class than in 
economy. Equally, the responses on any particular airline 
seemed to be discretionary to the cabin crew, in particular 
the senior steward or stewardess. However, there was more 
likelihood of a problem being corrected satisfactorily on long 
haul flights than on those of short duration. The explanation 
for this lies in the greater range of facilities on board a 
(larger) long haul aircraft, the fact that more staff are 
available to attend to passengers on an individual basis, and 
the different facilities offered as standard to passengers in 
various classes of service, as well as the greater time spent 
in the journey.
A particular amplification of the primary consumerist gap 
resulted in cases where his companion was served her meal, but 
the observer was left to wait either while a supervisor was 
consulted, or while a suitable meal was prepared from the 
ingredients of meals in another class. This delay caused 
embarrassment and uncertainty to the two passengers directly 
involved, as it is not a normal convention to eat serially,
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that is one after the other, but nor is it sensible for the 
partner to wait as her meal would become cool. Furthermore, 
in the confined space and time of an airline cabin, it is 
unrealistic to ask the cabin staff to interrupt normal service 
to other passengers in order to remove the partner’s meal and 
return it together when the vegetarian is served.
Several similar examples are given in the diary of this 
tactic of catering down from a superior class for a missing 
special meal request, but it almost inevitably led to a long 
delay (sometimes more than an hour) in the provision of a 
meal. Interviews with aircrew during a turn round at an 
Australian outstation (series G) confirmed that after service 
to premium class, any food unserved could be used to meet the 
needs of passengers in other classes.
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10.3.8 Passenger comparisons
Passengers observe the service people around them receive, and 
base judgements on this information concerning the equity of 
their treatment or the relative advantages of alternative 
classes of travel. The consumerist gap coding method is able 
to track such effects, primarily through the eigth and final 
category, where the involvement of others or travelling 
companions in satisfaction episodes is noted. This has 
implications for the interaction between staff and clients, 
when it appears that others are receiving preferential 
treatment, as observation number 260 indicates.
260 J
However, Barbara’s fruit salad was fresh and tropical- 
veiy appetising. In contrast my vegetarian fruit salad 
was drying chunks of melon with one grape. Neither
are Hawaiian fruit! Other passengers were served a
sticky cake, many seemed to leave it partly eaten.
10.3.9 Flight regulations
An earlier chapter has outlined the general regulatory
framework for the scheduled airline industry; observation 217
provides an example of the direct effect on passenger 
satisfaction of one regulation. Apparently the service of 
alcoholic drinks on the Australian leg of international 
services is prohibited. In this case, the cabin crew 
interpreted the ruling to the discomfort of many passengers.
217 H
Trays were brought individually to seats, but drinks 
were served from a trolley. Only International 
passengers were offered anything at all to drink. No 
explanation was offered. When we (and others) were
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served coffee the steward had to ask us to remove the 
unused glasses which had been placed in our cups.
10.3.10 Passenger comfort
On several occasions passengers were unable to leave their 
seats for a long period after meal service as their trays were 
not collected. With limited space and the close proximity of 
others it is difficult for people to replace the seat table 
(or armrest table) to get out. As meal service sometimes 
ended shortly before descent this meant that many passengers 
were unable to use the toilets, a particular dissatisfier on 
long haul journeys. Examples from the observation dairy 
include numbers 160 (overnight to Australia); 312 (Business 
class); 806 (Economy class).
60 F
"The descent began while we still had our trays, and as 
the Captain announced turbulence few had the chance to 
use the toilet"
312 L
"Meal trays were left on the tables for half an hour 
after everyone had finished, effectively trapping us in 
our seats."
806 AE
,rWe were left with our empty meal trays for about half 
an hour after finishing the meal."
The contribution which the consumerist gap method might make
in evaluating the design of services is illustrated by the
following comment on BA’s innovation.
"A sensible new feature (of BA’s First Class service) is 
a swivelling table which enables a passenger to leave 
his seat without having to dismantle everything in the 
process..." (Toynbee, 1989).
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10.3.11 Uncatered flights
One set of correspondence which was analysed related to a 
major storm which hit the London area during the period of 
study. It had two consequences of interest to the researcher, 
a number of flights were seriously delayed (this is the 
subject of a seperate case study in the next chapter employing 
forcefield analysis), and secondly some long haul flights were 
dispatched with little or no catering. This caused many 
complaints, a selection of which were offered to the 
researcher for analysis. The following synopsis is typical.
1161 AR
"I can understand the safety measures adopted at 
Heathrow because of the high winds."
Passengers on several flights were advised on the public 
address system to to buy food for their journeys.
"This meant a virtual stampede by passengers in the 
terminal to the cafes."
This passenger had chosen to travel on BA to the Gulf as 
"the only alternative is no quality, no service and a 
bukra mentality.."
"Somehow food and refreshment could have been placed on 
board.."
"BA should make some form of compensation."
This complainant was typical in recognising the safety 
considerations as an overriding technical constraint in the 
storms conditions of the day. Passengers appeared to accept 
that the potential danger to staff of loading in the special 
conditions should override service routines. However, the 
advice to purchase snacks to take aboard was criticised by 15 
of the 20 correspondents, their reasons including the short 
time this advice was given ahead of departure, the lack of 
available supplies, and general criticisms of the catering 
available in Terminal 4 at Heathrow. The main thrust of their
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criticism of the advice given was that it was inconsistent or 
contradictory.
The highest incidence of satisfaction depressants resulting 
from the delay was the failure of the airline to board meals 
or substitute snacks, even though luggage and passengers were 
boarded normally. Passengers felt that the airline should 
have been able to cope with the unusual weather conditions by 
adopting a contingency plan, such as handing lunch boxes to 
passengers in the jetway, or loading meals through the 
passenger entrance. (The practicality of such proposals is not 
evaluated here).
It seems that on some flights (or perhaps in certain classes 
of service) passengers were handed meal vouchers before 
departure. This was regarded critically, because they proved 
useless in the crowded conditions of the terminal.
Four passengers mentioned receiving a written or verbal 
apology by the airline on arrival. Each stated that this was 
an inadequate response, and 14 passengers asked specifically 
for compensation. A discussion with airline managers suggests 
that this is an unusually high proportion of explicit demands, 
the point is discussed further in the next chapter in the 
context of a perceptual or consumerist service blueprint 
(Sewell and Akehurst, 1990, Laws, 1990).
Several passengers reported further dissatisfiers on second 
legs of these flights (or in one case, on boarding at an 
intermediate stop). These complaints centred on the 
opportunity which passengers believed local staff had had to
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arrange for additional catering to be boarded, for example in 
the Middle East or after a transatlantic leg. The following 
quotation gives an example of the increased dissatisfaction 
which resulted from failure to comply with this expectation.
1176 AQ
"...At the refueling point, they were not permitted to 
deplane. "No effort was made by the cabin crew to serve 
any food or drink. Your cabin crew were too busy 
socialising amongst themselves.” On the second leg 
passengers were offered stale finger food, and no tea or 
coffee."
7 passengers emphasised the personal discomfort or distress 
which they experienced, resulting either from long journeys to 
Heathrow, or from their decision to book this airline or class 
of service in anticipation of high standards of inflight 
catering. 6 passengers stated that they were regular 
passengers, were responsible for booking others’ flights or 
were shareholders. All expressed doubts over the airline’s 
ability to cope with critical situations, and taken together 
with 7 negative mentions of its advertising stance, this can 
be regarded as a failure of the acid test
10.3.12 Conclusion
Meal and beverage service form an integral part of journeys by 
air, and often feature as a significant style appeal in the 
marketing communications of particular carriers. It therefore 
seems likely that passengers anticipate certain standards of 
quality, quantity, style and variety in the meals served to 
them during flights. Against this, many technical problems 
mediate the design, creation and delivery of meals on board 
aircraft.
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This case study has considered the ways in which problems in 
meal and beverage service have arisen in the accounts of 
passengers, and has distinguished between effective responses 
which attenuate client dissatisfaction and those which worsen 
the initial problem. Consequently, the null hypothesis is 
rejected, as following dissatisfaction with a meal, passenger 
satisfaction varies systematically according to the 
responses.
10.4. CASE STUDY
CONSUMERIST GAP ANALYSIS OF AIRPORT SERVICE 
SATISFACTION FACTORS
10.4.1 Background
Events at airports were the major source of satisfaction 
influences recorded in the observation diary. They accounted 
for 43% of all observations. The satisfaction index for 
airport events was negative, the score of 268 for boosters 
compared to 375 depressants.
At many airports, particularly outstations, airlines rely 
extensively on local contractors for services which are 
delivered directly to their passengers. These may include 
check in, baggage handling and related procedures. It seems 
that many passengers consider that an airline is responsible 
for the quality of passenger handling at airports. Another 
factor is that tension, whether through fear of flying or 
anxiety resulting from private reasons for the journey is 
often a feature of passengers’ attitudes and behaviour. In
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addition the surroundings are typically congested and 
passengers feel that they have little control over events.
For most people, then, airports are unfamiliar environments 
where the routine is highly unfamiliar but the individual 
stakes are high.
The following extracts from the data base illustrate the 
various ways in which technical and service features of 
airport operations have influenced the satisfaction 
experienced by the observer during this research.
10.4.2 Congestion, confusion and concern
The following account of a part encounter at an airport shows 
how the chaos which characterises many airport events acts to 
depress passenger satisfaction systematically. This is 
illustrated in figure 10. which traces the fluctuations in 
satisfaction as the events described in the narrative unfold.
This example also illustrates one of the procedural 
difficulties encountered in coding the diary observations (the 
point was discussed in an earlier chapter). Briefly, it 
concerns the definition of events, and it was felt here that 
the larger number of encounters identified in the present 
analysis (27) would detract from the presentation adopted in 
the diary where this part encounter is grouped into 9 events.
Influences on satisfaction at airports, series Z
When we arrived at Gatwick the check in hall was busy, 
but not congested. The check in area for our airline 
was jammed. There seemed to be no queuing system, and 
many people were asking each other where to go for 
various flights. Our flight was not shown on the 
monitor, although a later departure of this airline was.
The central desks were checking a flight showing as 
"departing”, causing disruption to the waiting crowd as
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its passengers pushed through the crowd with their 
luggage.
The sign for our flight was posted at one counter.
There was immediate upheaval in the crowd, and several 
minor confrontations between passengers who claimed to 
have been queue jumped. Then a tannoy announcement said 
that this check in would open in twenty minutes.
Although the crowd calmed somewhat a delta rather than a 
queue formed as people jostled for position.
When the single desk (to service a DC 10) opened, the 
first group of four passengers took 15 minutes to 
process. People queuing became increasingly vocal as 
the flight was now shown on the monitor as departing in 
less than one hour.
After a while a second desk opened for the flight The 
effect was to cause a trauma amongst those queuing as 
they repositioned themselves and their luggage.
At forty minutes from indicated departure time I went to 
the Business check in (handling all flights for this 
airline, but little used). I asked if our Frequent 
flier passes were there for collection. The passes were 
not available, but the clerk checked us in and 
acknowledged our meal requests.
Our Frequent flier membership should have given us 
access to the airline’s private lounge. I asked about 
this, and the check in girl phoned the lounge, then 
offered to take us to it There were about 15 people 
in the lounge, which could comfortably accommodate 40.
The flight was called on time, and the lounge staff 
asked us all to go to through passport control and out 
to the gate immediately. As we passed through the 
departure lounge seemed very crowded. When we reached 
the gate, we were told that there was a one hour delay 
"due to the late in bound arrival”. An hour and a half 
after that people were still arriving, breathless, from 
the check in.
Boarding priorities were announced, and a message about 
limitations to carry on luggage. Several passengers 
clearly had well over the limit, but in the event they 
were not challenged.
Long queues developed in the corridor as twenty rows 
were called at a time, but the greeting at the plane 
door was relaxed and the plane interior seemed 
comfortable and clean.
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Figure 10.5
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10.4.3 Comparison of airport service
A characteristic of the market for airline services is that it 
is very competitive, and one of the arenas in which differing 
service levels are apparent to passengers from all airlines 
airports. Passengers and staff from many airlines 
intermingle, both on departure and arrival. Announcements 
about routine services and service interruptions are broadcast 
or publicly displayed, and the procedures adopted by competing 
airlines at this phase of the journey can be seen by all, 
managers, staff, clients and those accompanying passengers.
An additional feature of concern to airline managers is that 
many aspects of "their" service are in fact delivered by the 
staff of contracting companies, and this is sometimes not 
apparent to clients. One example which illustrates many of 
the difficulties is summarised below.
272 K
The ...sign was for two airlines, and caused confusion.
At 11.00 about ten groups of people were waiting to 
check in for the evening flights. ..The check in agent 
called out that Quantas passengers would not be accepted 
until that aftemooa Several disgruntled people left 
The lengthening queue became a single line right across 
the concourse. In contrast Alia had 5 staff dealing at 
three desks with 6 clients. KLM was also well staffed. 
The girl called out that "KT", meaning the carrier’s 
charter flights were checking elsewhere. She didnot 
specify where, nor what KT meant.. An hour and a half 
before departure, the airline had a large crowd of 
people waiting for the several desks open. The separate 
desk for First and Business class was difficult to see 
or reach in the crush. In contrast, another airline 
operating the same route had roped off a single waiting 
line leading to several desks, an arrangement which 
worked well.
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10.4.4 Airport access
The airports of departure and arrival are an integral 
component in the overall journey of every passenger. Thus, 
the issue of accessibility, in terms of cost and convenience, 
may be a factor in their overall assessment of the quality of 
a journey by air. For example, one of the topics raised 
during the BA focus group was the preferences group members 
had for various airports. One implication is that those with 
strong negative or positive feelings for certain airports may 
brand switch away from, or towards, airlines operating from 
their preferred terminal. Thus, the quality of service 
provided by other businesses may be a factor in the overall 
acid-test outcome for a flight on a specific carrier. The 
following examples illustrate how the journey to an airport 
can colour the overall flight experience.
363 O
We discovered that the underground does not get to 
Heathrow in time for the check-in on a Sunday. This 
was highly inconvenient and added considerably to the 
length of the day and the cost
906 AH
The journey to work by underground was veiy 
uncomfortable - the train was so full when it left 
Terminal 4 that we waited for the next one. This was a 
mistake, as when it arrived after more than ten minutes 
it was almost impossible to get on. At the main station 
for Heathrow there was nearly a fight as people tried to 
get off, and many passengers were standing when we left 
Many changed to the District line at the first 
opportunity.
541 V
The car rental shuttle bus dropped us, as normal on the 
upper level at the terminal. We then had to go down 
awkward stairs with our luggage to the check-in hall.
944 AI
There were no taxis at the rank, but as we waited a 
limousine pulled up. We rode into town in the back of
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a new, black, long wheel base Cadillac which carried the 
slogan, "for a few dollars more than the taxi fare”.
994 AJ
It took five minutes to persuade the staff (at Heathrow) 
to broadcast a message for my driver. They said at 
first that they could not mention company names as "it 
offended the car companies which paid heavy fees for 
pick up rights". Eventually we compromised on a 
formula which might be recognised by the driver, who 
knew only that he was picking up a member of the 
Polytechnic staff.
10.4.5 Boarding arrangements
The technically complex service processes of boarding 
passengers on the correct flight can result in effects on 
their satisfaction, as the following examples illustrate.
108 - 109 D
The departure lounge was busy ... When the flight was 
called many passengers came forward from the restaurant, 
bar and shop areas. They formed a long queue for the 
ticket check, and remained standing in line for nearly 
15 minutes before any further movement Luggage was 
still being unloaded from the rear hold of the plane, 
visible from the lounge. Those passengers who were 
seated remained relaxed, but those in the queue became 
irritated and the many young children were impatient and 
noisy.
There was no attempt to board by seat numbers or class. 
We had to go down a stairway, the lift being marked out 
of order, and children and elderly passengers caused a 
lot of unpleasant bunching on the stairs. In contrast 
to the arrival, buses were not used for the 100 yard 
walk to the plane, nor did passengers mind.
436 - 439 Q
Two people ahead of me, a steward closed the exit door 
without explanation. A passenger went to the nearby 
standby desk and was told that "they" were just 
bringing another coach.
When we got through the gate, a group of passengers was 
waiting in the cold wind for the driver to open the 
coach doors.
The coach was full when it left on the airport tour, 
turning hard in the corners so the standing passengers 
were pushed together.
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Boarding the plane by the front steps as instructed, I 
found that my seat was in the last row.
483 - 484 S
Check in at Gatwick was very slow although we were early 
in the queue. The Business class check-in had a very 
worn red carpet and during 30 minutes serviced two 
passengers while the long Economy queue took an average 
of 6 minutes per passenger-group. After twenty minutes 
a second economy desk opened. This was much faster but 
caused some queue trauma as people were unsure then 
about which of tho two separating lines to elect to 
join. A pillar obscured the view of available desks 
further unsettling those queuing.
As we neared the head of our line the Business class 
clerk invited us to her desk and dealt with our check in 
efficiently. While doing so a genuine Business client 
came up, annoyed that a young, apparently economy-class 
couple had lined up behind us. She dealt well with this 
situation.
10.4.6 Baggage reclaim
Many of the transactions at airports entail waiting, often in 
queues. Maister (1986) has pointed out that it is more 
stressful to wait after the main part of a journey by air has 
been completed, arguing that very little additional benefit 
remains to be delivered. The following three examples from 
the diary show how extreme satisfaction can be experienced 
after a flight has been completed. (In contrast, other 
examples boosted satisfaction significantly. One case was 
when the researcher had been able to check in to a Hong Kong 
hotel within half an hour of engines off after a flight from 
London).
267 J
By the time we reached the carousel some courier bags 
had arrived, together with the crew cases. After 30 
minutes an announcement apologised for the delay in 
getting baggage unloaded "due to wrong loading of the 
plane". This was repeated after another ten minutes. 
When the bags appeared, it was onto two carousels 
simultaneously, causing considerable confusion.
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294 K
It was another 55 minutes before the bags arrived. The 
area around the carousel was extremely congested. 
Luggage was piling high on the carousel blades, and no 
staff intervened. Several bags fell off, one heavy bag 
knocking a passenger. One supervisor walked away from 
the crowd struggling to reach their bags.
942 AI
Trolleys were in very limited supply, and one passenger 
who had collected three was abused by several passengers 
while we queued to go through customs.
10.4.7 Conclusion
Airports are a major feature of any journey by air, and one 
which airline managers have often identified as a particularly 
challenging component in their service. Many of the problems 
discussed in this case study could be traced to technical 
aspects of the operations of complex systems, but the 
significance lies in the effects those service design or 
delivery shortcomings had on passenger satisfaction, and the 
consequences for their subsequent satisfaction of responses to 
initial difficulties, as revealed by the consumerist gap 
analysis.
10.5 CONCLUSION
The case studies presented above have applied the consumerist 
gap concept to a series of experiences drawn from the 
observation dairy, and generated from the reports of other 
passengers by the consumerist gap method. They illustrate how 
further understanding may be gained of the influences on 
passengers’ experiences, and this may be useful both in 
theoretical and managerial applications. Taken together, the
- 267 -
data indicates both technical and service systems problems 
common to many airlines.
The null hypothesis that following a service failure, 
passenger satisfaction will vary in a random way is rejected 
on the evidence of patterns discernible following specific 
failures in the service delivery.
Effective responses are those which remedy the problem and 
restore the passenger’s satisfaction with the service. In 
contrast, poor responses either fail to provide a remedy, or 
accentuate dissatisfaction.
The analysis of customer correspondence reported in this 
thesis shows that many passengers explain their 
dissatisfaction in terms of mismanaged responses to an initial 
problem. This finding suggests that a fuller understanding of 
the consequences of certain responses will be valuable to 
managers; minimise conflicts between staff and clients; and 
increase the likelihood of passenger satisfaction. The 
managerial implications of this finding are discussed in 
chapter 11 where the insights gained from the consumerist gap 
research reported above are considered from managerial 
perspectives. A further case study provides the context to 
the discussion of service blueprinting, drawing on experiences 
and reports of delays.
NOTES 
10. A
Facets of other flight phases may impinge on the experience of 
meal service. For example, all airlines have a prebooking 
requirement for special meals. Consequently, meals are a 
consideration at the reservation or reconfirmation stage of a 
flight, as has been indicated in the observation diary (eg 
number 132).
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CHAPTER 11
CONSUMERIST GAP ANALYSIS AND BLUEPRINTING OF SERVICE
INTERRUPTIONS
11.1 INTRODUCTION
This chapter presents a final case study analysing 
experiences of delays, as a basis for a consumer blueprint 
for ideal service responses during such occurrences. This is 
based on a recent conference paper (Laws, 1990).
The concept of blueprinting services has been referred to 
earlier as a tool for depicting and analysing all of the 
processes involved in delivering services to the consumer.
"The basic requirements of a service blueprint are 
three. First, since processes take place in time, the 
blueprint must..show time dimensions in diagrammatic 
form.
Second...blueprinting must identify all main functions 
of the service... All input and output of functions must 
be showa Like systems design, the blueprint must 
identify and handle errors, bottle-neck, recycling steps 
etc.
Finally, usually after research, the blueprint must 
precisely define the tolerance of the model, i.e...the 
degree of variance from the blueprint’s standards which 
can be allowed in execution without affecting the 
consumer’s perception of overall quality and 
timeliness." (Shostack, 1981).
11.2 SERVICE BLUEPRINTING
The steps in blueprinting a service process are shown in 
table 11.1. In further developing the consumerist gap
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approach, two critical insights may be gained from the
blueprinting approach, these are ’lines of visibility’ and
’failpoints.’ The discussion of these two concepts is taken
from George and Gibson (1988).
"The line of visibility is the part of the blueprint 
used to separate those processes which are visible to 
the consumer from those which are not.. The percentage 
of the blueprint which lies above the line of visibility 
varies according to each service, but in general the 
majority of the blueprint is below the line of 
visibility. Shostack likens what lies above the line of 
visibility to the tip of an iceberg. She believes that 
particular attention must be paid to the processes which 
are below the line, even though customers are totally 
unaware of them. ...all processes must be carefully 
designed to maximise the desired effect on the 
consumer... Failpoints are the part of a service 
blueprint which identify those processes of the service 
which are most likely to go wrong and function other 
than intended.... Failpoints can be internal and 
invisible to the customer, or visible.." (George and 
Gibson, 1988).
The analysis of customers’ comments on their experience of 
lengthy delays will be used as the basis of a blueprint 
showing how they expect that any such service interruptions 
should be handled. This approach has been termed 
"consumerist gap service blueprinting". (Laws, 1990).
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Table 11.1
Steps in blueprinting a service
1 Diagram all the components of a service so that it can 
be seen objectively.
2 Identify fail points- that is "the areas most likely to 
cause execution or consistency problems, by statistical 
testing or hypothesis."
4 Set execution standards representing the main production
targets for the service. "They define costs, 
performance criteria and tolerances for the completion 
of each service step".
(Shostack, 1985).
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The consumerist gap blueprinting approach explained later in 
this chapter compares more closely to the technique of 
"perceptual blueprinting" (Senior and Akehurst, 1990) rather 
than the original method advocated by Shostack. Both 
consumerist gap blueprinting, and perceptual blueprinting 
concentrate on perceptions of the customers’ experiences 
rather than the actual system as viewed by the systems 
analyst or manager. Thus, Senior and Akehurst have 
characterised their approach as based on phenomenological and 
soft systems methodology.
It seems that the need for such a tool is recognised by 
managers, as in discussing the application of such diagnostic 
tools with Senior, a confidential communication received by 
him from a major scheduled airline was reviewed. This 
commented
"Our airline uses a primitive blueprinting method for 
finding opportunities for quality improvement as seen 
from the customer’s point of view... There has been no 
real gap analysis.... the perceptual blueprinting 
technique is... on the way to a more professional 
approach".
11.3 DELAYS - AN INTRODUCTION
The potential contribution which a consumerist gap blueprint 
can make can be judged from the final case study presented in 
this report This concerns the ways in which passengers 
experienced delays to their journey, and it is the basis for 
a blueprint of the ideal responses to delays.
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Most transport companies have detailed contingency plans to 
deal with the operational problems that may occasionally 
occur as a result of the complex nature of their service. 
Managerial effort in the face of an operational delay often 
concentrates on the technical (type A) tasks needed to 
restore normal service. But a further type of managerial 
skill is required to overcome all the effects of an 
interrupted service. Type B responses are concerned with the 
management of clients’ experiences during the interruption. 
Successful type B management responses depend on an awareness 
of customers’ needs during a service interruption, and of the 
problems which customer contact staff face. (Laws, 1986).
These staff act as mediators of company policy, they form the 
channels of communication for information about the 
interruption and enable clients to make their needs known to 
the company. Contact staff therefore perform a crucial role 
in their company’s market performance. (Nyquist et al, 1985, 
Gummesson, 1990).
11.3.1 The benefits sought from a flight
Before turning to the analysis of delays, it is salient to 
reconsider what benefits passengers seek from their travel 
purchase. Here the earlier discussion which distinguished 
between core and augmented products is helpful. As Kotler 
and Armstrong (1987) put it "To best satisfy customers, the 
producer has to offer an augmented product" In 1969 Levitt 
called this "the new locus of competition" and defined the 
augmented product as "other things that people value."
It can be assumed that the core product for an airline is
safe and timely transport between the passenger’s point of
origin and his or her destination. Research at Lockheed, the
American aircraft manufacturer took this line and resulted in
a Traffic Flow Model (TFM) which placed a monetary value on
journey times.
"The total trip time of each route considered is then 
evaluated into dollars according to each traveller’s 
monetary value of time. This is then added to the route 
fare to yield the total effective cost of each route.
For a given origin and destination, the simulated 
passenger will choose the route with the lowest total 
effective cost.. Business travellers are modelled as 
having a value of time relative to their earnings 
greater than non business travellers." (Avilla and 
Setter, 1980).
A related perspective regards time spent on the journey as a
disutility, or displacement. In a perfect world (for
travellers) perfect service might be defined as "a non stop
jet departing at every instant from each point to all
others." In this scenario the total trip time is the non
stop jet time. NASA, the American space agency, has
described the situation in our imperfect world.
"The total trip time is the sum of the actual travel
time including stops and connections, and the amount of
time the traveller is displaced from where he wishes to
travel to by schedule inconveniences". (Eriksen and Liu, 
1979).
The NASA study discussed many "schedule inconveniences" 
including airports remote from a traveller’s point of origin 
or his destination, changes of plane en route, and so on. 
These displacements are an inevitable result of the
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compromises which managers have to take in designing services 
under particular constraints, but a further and more 
distressing time displacement results from unplanned delays. 
Delays vary in their causes, duration, scale, and impact on 
airline operations, on passengers and staff.
11.3.2 The origin of delays
Delays can occur at any phase of a journey by air, from check 
in to customs clearance and baggage retrieval, and also on 
journeys to or from airports. A confidential communication 
received from a domestic American carrier provides details of 
delayed flight departures. Figure 11.1 shows the causes 
presented in the form of a "fishbone analysis."
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Figure 11.1
Fishbone analysis of causes of flight delays
Personnel; fcyjipnieni
Aircraft late to gate Gate agents cannot process passengers quickly enough
Late amval Too few agents
Gate occupied Agents undertrained
Agents undermotivated
Agents arrive at gate lateMechanical failures
Late pushback tug
Late cabin cleaners
Late or unavailable cabin crews
Late or unavailable cockpit crews. \ Weather
. \  Air traffic
yffSV'J  ’•
«5tetrr,'
Delayed 
flight 
departures
Poor announcement of departures
Weight and balance sheet late
Late baggage to aircraft
Delayed checkin procedureLate fuel
Confused seat selection
Late food service Passengers bypass checkin counter
Checking oversize baggage
Issuance of boarding pass
Acceptance of late passengers
Cutoff too close to departure time
Desire to protect late passengers
Desire to help company s incomeProcedure
Poor gate locations-
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11.3.3 Understanding passenger expectations during delay 
management
Maister (1986) has pointed out that the experience of waiting 
for service (in contrast to the mathematical theory of 
queues) has been somewhat neglected. He has also argued that 
anxiety makes waiting seem longer, unexplained waits seem 
longer than those where an explanation has been given, and 
"once the flight is over, waiting to get out when there is no 
more utility to be received is aggravating."
The starting point in the consumerist gap analysis is the 
technical problem giving rise to a delay. A typical cause is 
the failure of some component to meet its test criteria prior 
to take off, resulting in the Captain’s decision to rectify 
the problem before proceeding. This causes a delay to the 
schedule, and passengers are inevitably inconvenienced to 
varying degrees, both by the lost time and by the uncertainty 
of the duration of the delay. Passengers are often critical 
of airlines for these technical delays, and less frequently 
they voice a lack of confidence in particular aircraft or 
engines, notably after a recent accident involving that 
type.
In contrast, analysis of customer correspondence suggests 
that most passengers accept and support their Captain’s 
decision not to proceed in such circumstances. This can be 
interpreted as recognition of the safety aspects, and 
professional behaviour on the part of the Captain. In
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itself, the announcement of a delay can be regarded as 
contributing to confidence, but not satisfaction. Attention 
will now focus on fluctuations in passengers’ satisfaction 
during the evolution of a delay.
11.3.4 Delay experiences recorded in the consumerist gap 
diary
The following excerpts from the consumerist data base 
illustrate the range of factors which influenced the 
observer’s satisfaction during a variety of part encounters 
resulting from delays, and it will be followed by an analysis 
of customer correspondence dealing with lengthy service 
interruptions.
In the first example, a technical problem with no apparent 
safety overtones was evident to passengers. The crew were 
frank and factual in explaining what would be done to remedy 
the problem, and the observer noticed no significant 
dissatisfaction amongst the passengers around him. However, 
after the door had been opened, passengers were delayed again 
as the ground agent repeated a lengthy list of gates for 
connecting flights. This unnecessary delay annoyed many 
passengers. The fluctuations in satisfaction to which this 
part-encounter gave rise are shown in Figure 11.2.
This follows the conventions outlined earlier. The 
horizontal axis is calibrated in "events" starting with the 
extended wait to reboard. The vertical axis records levels
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Figure 11.2
Satisfaction during delay, V
Ao
\
\  ■ /  \  /
Dcc<~^
S«. Kt
1 1 1 I 1 1 "T
Satisfaction events
- 279 -
—
of satisfaction, events which depressed it are recorded as a 
falling step, while boosters raise satisfaction above the 
previous recorded level. The starting point is the 
satisfaction level experienced just ahead of the delay. No 
attempt is made in this model to quantify the dissatisfaction 
(or increase in satisfaction) resulting from any event.
554 - 557 V
Minneapolis weather was announced by the captain, and we 
had a good view of the twin towns. As we pulled up to 
the gate we saw the airbridge being manoeuvred up to the 
plane. The stewardess signalled through the little 
window, saying the door was on manual, but evidently 
there was a problem.
Several minutes later the cabin crew asked us to return 
to our seats "as the door wont open". We saw the bridge 
move back, then return. None of the flight deck crew 
came back, but it was evident that efforts were being 
made from outside to open the door.
About fifteen minutes after engines off the captain 
apologised, saying that an escape chute had jammed the 
door. He told us to remain seated as we would be 
pushed back to use the front door. Passengers were 
good humoured and waited patiently.
When the door was opened the ground agent appeared. She 
said nothing about the delay but broadcast the long list 
of connecting flights again, to the annoyance of many 
passengers.
In the following case, a technical delay occurred. The 
initial good will of economy passengers was prejudiced by a 
lack of consideration for their physical comfort, and 
provocative announcements. (Coincidentally, this part 
encounter occurred on the second leg of the flight discussed 
above. However, it occurred on a different aircraft, with 
different crew, and different passengers (with a few 
exceptions including this researcher) were on board.
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V
Some time after everyone was seated the stewardess 
announced that engineers were "checking a minor fault in 
the cockpit". Several passengers who seemed to be 
experienced travellers laughed, and discussed a number 
of unlikely possibilities.
We could see drinks being served to the Business 
passengers, and soon economy passengers got up and went 
to the galley ior service. It was refused.
After about fifteen minutes the Captain introduced 
himself. He apologised for the delay, which he 
explained as being due to a problem with a generator and 
a failure in a back up instrument system. He said that 
the engineers expected it to take between 15 minutes and 
an hour, that he was as frustrated as we were, but that 
he would let us know as soon as he was satisfied with 
the condition of the plane. We had first been in the 
lounge two hours before departure: the plane had been at 
the gate then; other passengers commented on this.
But the Captain’s calm and assured explanation seemed to 
give people confidence.
No hospitality or drinks were offered to economy 
passengers until about 40 minutes after we should have 
departed. Then the Senior stewardess said "we have 
received permission" to distribute headsets free".
Many passengers reacted critically.
A delay (or diversion) to one flight can have repercussions 
on passengers travelling on other flights, whether connecting 
from the delay or joining a flight to which others have been 
diverted. Observation series AM recorded the consequences 
for the observer and a variety of other passengers after a 
flight from Beijing to London was diverted. This is 
illustrated in figure 11.3
Passengers were suspicious of the explanations given. 
Although they waited patiently after landing it soon 
became apparent that certain passengers were being given 
priority in completing their flights. When the observer 
left the plane of his own initiative, he was immediately 
assigned a seat on a flight which was just about to
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depart. The person he had been travelling with was also 
given a seat on the new flight, but in an upgraded 
cabin. Both were told it would depart immediately, and 
that they could not phone home to rearrange ground 
transport.
In fact the flight was not ready to board, and a 
competing carrier helped us to make the telephone 
calls.
When we eventually boarded, passengers booked on the new 
flight were concerned that it had been delayed, and my 
new companion was worried about his connection, on a 
different airline through a different terminal at 
Heathrow.
On arrival, we were carefully reminded of the correct 
flight number for our luggage.
The driver who had been assigned to meet the researcher 
said that he had been informed that the flight from 
Beijing was on time when he telephoned the airline, even 
though it had diverted some time before his call. When 
he reached the airport he was told that I was listed on 
a flight that afternoon, so he had returned to the 
depot. However, my call home had alerted him to my 
correct arrival time.
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Figure 11.3
Delay experiences, series AM
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11.3.5 Evidence from other passengers’ reports the Delhi 
delay
The following example was reported in the focus group study, 
and is shown graphically in figure 11.4. This examples 
illustrates how complex a delay is as experienced by a 
passenger. He or she is influenced by the airline and its 
staff, in ways which include the promptness and quality of 
attention to physical needs, by information on the causes of 
the delay and progress in remedying the problem, by the 
actions and processes of other organisations such as the 
airport or immigration authorites, and by the moods and 
comments of fellow passengers.
1001 AK
1 A flight from HongKong to London was scheduled to
land at Delhi. Passengers were advised not to 
leave the transit lounge, but the stopover became 
much longer than expected.
2 Passengers reboarded.
3 An engine fault developed and they waited in the
plane for five hours before being told that a spare 
engine had to be brought from Bombay.
4 Then they were told that they would be accommodated
in a hotel overnight.
5 Premium class passengers were taken off about an
hour before economy passengers who then felt like 
second class citizens.
6 They were told that they would not have problems
with Indian customs, but many passengers were 
inconvenienced.
7 There was no airline representative to assist at
the airport.
8 The bus which took them to the hotel was 
uncomfortable.
9 Although an airline rep helped them there, the
hotel was a disaster.
10 On returning to the airport, it took a long time to
get everyone checked off the customs list
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11 A feeling of camaraderie had developed amongst the 
passengers: they all cheered when the plane took 
off about fourteen hours late.
12 The new flight crew offered apologies which seemed 
more appropriate to a short delay.
13 There was no advice from them on how to claim 
against insurance.
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Figure 11.4 
The Delhi delay
Satisfaction experienced
A c  ----------------------------------------------------------------------------------------
L
0 2 4 6 8 10 12 14 16
Satisfaction events
- 286 -
— *
11.3.6 Forcefield analysis
Watson and Smith (1987) have explained how Kurt Lewin 
originally applied forcefield analysis to the interaction of 
opposing sets of forces which hold an organisation in 
balance. In general terms, a set of restraining forces act 
on a defined situation to resist the driving forces which 
promote changes. In the consumerist gap analysis, the field 
is defined as passenger satisfaction, and the forces of 
interest are those factors which boost or depress 
satisfaction. As the cases discussed here all relate to 
service interruptions, the force of satisfaction depressants 
exceeds satisfaction boosters. Different patterns would 
emerge from an analysis of service successes. The method is 
appropriate in representing the factors identified in the 
batches of correspondence which contributed to passengers’ 
satisfaction or depressed it
11.3.7 The Montreal Delay
One batch of customer correspondence concerned a lengthy 
delay at Montreal which appeared to have been mishandled in 
several ways. The reports of this incident were analysed and 
discussed with an expert management group. One particularly 
complete description is given in detail to provide a context, 
and the main categories causing dissatisfaction are presented 
in figure 11.6 in the form of a forcefield diagram.
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1123 AO
This passenger wrote that he is a frequent flyer on BA, 
in Club Class and he is a shareholder.
After the plane returned to Montreal with an engine 
malfunction dinner was served on board while contingency 
plans were laid.
Baggage was unloaded and they were taken to the down 
town Sheraton. Comfortable accommodation and good 
meals. "So far so good."
The group accepted the situation.
No BA staff contacted the group.
The local airline staff handled the situation well, with 
little information.
The following day they were given a series of departure 
times.
They boarded buses at one time, but were unloaded. 300 
passengers did not know what was happening, and anger 
erupted.
No BA representative had been seen.
Eventually they were returned to the airport, at 
midnight, 26 hours after the scheduled take off.
Elderly passengers were exhausted, and small children 
were fractious.
There were no trolleys or porters.
No BA representatives were there.
It was left to the other airline’s staff to sort out the 
mess.
"An enterprising BA management would have been on hand 
to supervise and accept the bottled up wrath."
The procedures were very slow at the airport.
There were no executive lounge facilities- other 
airlines have them there.
Other airlines (3 named) compare very favourably with 
BA.
In future, he is likely to fly this route with a 
competitor, "even though they use twin engined aircraft 
for over-water services."
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Figure 11.5
Forcefield analysis of Montreal correspondence 
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There was a high degree of consistency amongst other 
correspondents concerning the occurrence, sequence and 
effects on their satisfaction of the various events described 
by this passenger. However, some reported additional 
factors, some omitted certain points and there was evidence 
of minor disagreement over details such as the number of 
times on which departure had been delayed from the hotel.
Figure 11.6 shows the main dissatisfaction categories 
identified by the content analysis. These were comfort, the 
consequences for each passenger of the delay, the influences 
of staff, both of BA and other organisations, the effects of 
information and the control over passengers exercised during 
the delay, safety, contact with home, awareness of other 
passengers, the lack of rerouting offers. The diagram also 
shows the extent to which passengers made threats or requests 
for compensation.
11.3.8 Management review of Montreal delay
Five managers from BA’s customer relations department 
participated in a detailed review of the consumerist gap 
analysis of the Montreal correspondence as a preliminary step 
to drawing up a service blueprint The meeting was scheduled 
for two hours over a light lunch, and lasted for a few 
minutes longer. Following a brief introduction by the 
researcher each participant was handed a 12 page document. 
This contained an introduction, a synopsis of one 
correspondent’s complaint, and 77 excerpts from the other 17
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correspondents arranged under general headings. (These 
details are contained in the data base and are not repeated 
here).
Participants were asked to discuss how typical this incident 
was of major delays when they occur. The views expressed on 
this were that although each incident has particular 
characteristics, and each correspondent has individual 
concerns or complaints, the consumerist gap analysis of the 
Montreal delay had isolated representative problems for 
consideration.
Much of the session was devoted to a discussion in which the 
77 excerpts were subjected to scrutiny. The objective was to 
focus on the interpretation of events by passengers with the 
intention of establishing what the effect of managerial 
actions following the delay were.
At several points in the session, aspects of passengers’ 
comments which had not been clear to the researcher were 
explained by participants. These included the many implied 
requests for compensation which were not quantified It 
emerged that this is a common problem. Secondly reference by 
passengers to BA’s advertising slogans (often non current) 
was felt by the expert group to be typicaL This finding 
tends to confirm the validity of the anticipated satisfaction 
aspect of the consumerist gap model, against which passengers 
evaluate their experience.
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Several possible steps which an airline could take to reduce 
the discomfort or stress experienced by delayed passengers 
were discussed in the context of the correspondence reviewed. 
Benefits and costs were outlined for providing specific 
facilities, such as telephone calls home, rerouting and a 
management apology on arrival. The discretion of contact 
staff, and their high degree of influence on passengers was 
discussed, including problems of agency briefing, cost 
control, staffing levels and interpersonal relations between 
staff and passengers including differences of race age and 
sex.
Technical (consumerist gap type A) explanations were offered 
for creeping delays, such as occurred with the wait to board 
buses. It can often be difficult to assess an engineering 
problem, which becomes more complex as deeper diagnosis is 
made. A replacement part may prove defective, or further 
checks may be considered prudent But the type B consequence 
is that passengers are in limbo, waiting ready to depart but 
unable to take advantage of the local facilities. If the 
airline releases them, it may not be able to reassemble the 
group for departure within available flight slots or the 
crew’s hours. Several passengers’ remarks appear to support 
the view that they were aware of these problems, but found 
them frustrating none the less. From a satisfaction 
management (quality of service) perspective, a trade off 
between the operational constraint on passengers of having 
them prepared to depart, and setting a highly probable target 
time for departure might be advantageous, in freeing them of
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spatial and time limits to a reasonable extent Against 
this, the airline’s service specification would be drawn up 
in recognition of potential costs of missing a departure.
11.3.9 Evidence from other delayed passengers
Correspondence relating to other lengthy delays has been 
analysed in the way described above, and generally similar 
findings resulted. However, each incident has its own 
characteristics, the technical problems underlying the delay 
naturally differ, and are sometimes a factor in the way 
passengers interpret the way they are handled. The personal 
qualities of the staff who manage passengers during delays is 
another significant variable, although it should be noted 
that in every case analysed some passengers have expressed 
contrary opinions to the majority regarding staff in general, 
or specific individuals. The forcefield diagrams which 
resulted are shown in figures 11.7 and 11.8. These summarise 
the particular findings from each batch of correspondence 
which is presented in the data base.
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Figure 11.6
Delay forcefield analysis, series AQ
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Figure 11.7
Delay forcefield analysis, series AO and AP combined
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11.4 CONSUMERIST GAP SERVICE BLUEPRINTING
Insights from the correspondence analysed here in studying 
delays can be presented in the form of a blueprint of 
customers’ expectations of how they will be treated during a 
delay. The steps in the method are shown in table 11. The 
process begins with obtaining passengers’ own views of 
serious service interruptions, such as those reviewed above.
A number of service failpoints can be identified from 
the foregoing discussion of customers comments. These 
include the reliability and timing of information given to 
passengers, steps taken to meet their physical needs for 
refreshment, meals or sleep, and facilities to telephone 
family or other contacts. In general, the technical 
responses to a service interruption fall below the line of 
visibility in a service blueprint, both in the literal sense 
that engineering solutions are carried out in hangars out of 
passengers sight, and in the sense that their needs for 
catering and so on are met by efforts behind the scenes.
The outcome of the exercise is seen in figure 11.10 where the 
main expectations of passengers are set out in the form of a 
flow diagram (a form of blueprinting model). This depicts 
the visible aspects of the service responses which passengers 
expect At this point, it is recommended that an operational 
perspective on the feasibility and costs of these measures 
should be sought from Table 11.
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Table 11.3
Consumerist gap service blueprinting steps
1 Solicit passengers views of service interruptions
2 Analyse according to consumerist gap criteria
3 Identify primary satisfaction depressants
4 Distinguish between satisfaction boosting and depressing
responses
5 Identify what passengers expect in the form of a 
consumerist gap blueprint
6 Present analysis for managerial review
7 Recommend action steps for consideration in the light of
organisation, technical and competitive realities.
8 Monitor and review after implementation.
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Figure 11.8
Consumerist gap blueprint for responses to a delay
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managers with line experience and responsibility. The result 
is steps 7 and 8 where the consumerist gap blueprint has been 
restated in terms of action steps which are implemented and 
subsequently monitored before the process is reiterated to 
obtain further refinements. Steps 7 and 8 have not been 
taken in this pilot study.
11.4.1 Discussion
What the consumerist gap service blueprint can offer is the 
passengers’ perspective of the company’s blueprint, showing 
how passengers expected it to perform. The consumerist gap 
diary method shows this by default for all stages of a 
flight, highlighting fluctuations from the norm (the 
anticipated satisfaction level Ao in the consumerist gap 
model). The incident report method provides a more specific 
commentary on how the responses to any difficulty are judged 
by passengers. Whether they are correct in one of three 
senses, technical, moral/ethical, or legal, is not the issue 
in this study.
The case study has demonstrated that correspondents, focus 
group members and the observer expect certain responses in 
the event of a service interruption. Without repeating the 
detail, there is a consensus that their safety has to be 
paramount, and the Captain’s judgement is accepted as the 
arbiter for whether or not to delay a flight After that, 
the company is held to be at fault if it fails to provide 
physical comfort, accurate and timely information, and caring
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support to its clients. Failure in any of these spheres 
opens a consumerist gap, as does the apparent lack of 
effective (rather than economically efficient) contingency 
plans to move passengers to hotels or to provide 
alternative flights for them. Equity, both between 
passengers and between staff and passengers is also an aspect 
of their service interruption response blueprint.
A major problem in managing delays is communicating 
information about the progress of the delay to those 
involved. The channels involve both passengers and staff. 
There is a tendency to inform passengers as a group, often by 
tannoy or sometimes by posting notices according to local 
conditions, but this causes a problem as many individual 
passengers claim they did not hear or comprehend the 
information given.
A second problem relates to the content of the information 
available to contact staff. The nature of the situation is 
such that they often do not have access to technical updates, 
instead they rely on their experience of past delays or relay 
out of date information. Thus passengers are misled, 
institutionally because the communications system is faulty 
or communications are not the priority activity. A second 
opportunity for misinformation arises from inappropriate 
action or attitudes of the contact staff. They may feel for 
example that the easy solution is to furnish reassurance to 
clients. Thirdly, misinformation may result from guesses
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based on previous events which may not be replicated in 
specific incidents.
11.5 CONCLUSION
A key advantage of the consumerist gap approach lies in 
presenting the customer’s perspective of service 
systems, and in particular the identification of fail points 
"that is the areas most likely to cause execution or 
consistency problems." (Shostack; 1985). Its potential 
application is as an additional analytical tool supplementing 
those already employed by airlines, such as those discussed 
in the case study of British Airways’ customer research.
In applying consumerist gap concepts to the analysis of 
passengers reports of the influences on their satisfaction 
during delays, it has been shown how a blueprint of ideal 
responses can be constructed.
In concluding this chapter, two caveats to the foregoing 
discussion must be stated. The application of a consumerist 
gap blueprint remains a managerial prerogative. The wishes 
and expectations of passengers are important data to 
managers, but theirs is still the prerogative of specifying 
service standards.
Secondly, it is not suggested that identical responses in a 
given situation would have equal outcomes for all passengers.
- 301 -
Accordingly the final chapter turns to a consideration of 
passenger involvement as a contingency to effective service 
management
NOTES 
11. A
It must be emphasised that in this research the events 
analysed have the following four characteristics which would 
reduce their relevance to managerial decisions; the events 
are historic (rather than recent); the events occurred over a 
period of two and a half years during which the field 
research was conducted (rather than in a brief time span); 
the events occurred in a variety of service settings 
including different companies, classes of service and 
cultures, both organisational and national (rather than in 
predetermined services); and fourthly much of the data was 
generated by the researcher (the advantages and problems 
resulting from this approach have been discussed 
previously).
11.B
However, there is some contradictory evidence that low 
involvement passengers may find aspects of enhanced service 
delivery intrusive and unwelcome.
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CHAPTER 12
A CONSUMERIST GAP FRAMEWORK FOR MANAGEMENT DECISIONS
12.1 INTRODUCTION
Attention now turns to a consideration of the consumerist gap 
concept and research methods as a management tool. Their 
potential contribution lies in the diagnosis of service 
systems operational performance as a basis for remedial action 
or for redesign. However, the framework for service 
management decisions is contingent upon an understanding of 
the differing expectations of selected market segments for 
service performance quality. This chapter develops the 
discussion of service management strategies in a publication 
by this author (Laws, 1991).
12.2 EXPECTATIONS OF SERVICE QUALITY
The point of reference in the consumerist gap concept and 
modelling techniques discussed in this thesis is a passenger’s 
expectations of service standards (Ao), against which that 
individual judges his experiences during the events which 
comprise the service episode. This approach enables the model 
to leave unspecified the precise level of service a client had 
anticipated, in keeping with the view that services are 
intangible and difficult to evaluate.
A further advantage is that it enables the level of 
anticipated satisfaction to be varied, both between the
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passengers who report on one service interruption which they 
had experienced in common, as was demonstrated in the 
preceding chapter, and also between different flights 
undertaken by one passenger. Several determinants of 
anticipated satisfaction have been identified in this study, 
including prior experience with the airline, advertising, and 
recommendations by fellow travellers. These will be 
illustrated in turn from the observation diary flight 
profiles.
12.2.1 Effects of prior experience
Experience of similar services colours one’s expectations, 
either resulting in a depressed expectation of satisfaction as 
a result of poor service or leading the passenger to 
anticipate a superior experience following a particularly 
pleasing flight. Both situations were recorded during the 
series of observation flights, and both have significant 
consequences for the company providing services.
Passengers often travel with airlines which had previously 
provided a dissatisfying flight (acid test fail) either 
because they were already ticketed for a further journey, (as 
illustrated in table 12.1), or because of factors such as the 
convenience of that airline’s schedules, its pricing, or 
because their itineraries are booked by their employers or a 
tour operator. In addition, some airlines will offer 
complimentary or upgraded flights in response to serious 
complaints.
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In the case of reduced service expectations, a client may be 
pleased to receive services which he would otherwise have 
regarded as normal, and thereby the company has an opportunity 
to satisfy him (as shown in table 12.2). In contrast, when 
superior service in the past has boosted expectations above 
normal, then a standard level of service may in fact be 
perceived as (relatively) dissatisfying.
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Table 12.1
Poor experience repeated
F lig h t observation s e r ie s : J  
HONOLULU- LOS ANGELES
A nticipated  sa tis fa c tio n : below norm al, based on our 
experiences w ith th is  c a r r ie r .
F lig h t: f iv e  hours approx
Time: mid morning, mid week
Type: 747 (combi)
S eats: window and m iddle, then re a r  o f upper cabin
Load fa c to r: nearly  f u l l  in  economy on main
deck; h a lf  f u l l  in  upper cabin .
Acid t e s t  = f a i l
We were no t impressed w ith our experiences on th is  c a r r ie r , 
and would p re fe r to  f ly  w ith  a lte rn a tiv e  c a rr ie rs  in  fu tu re .
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Table 12.2
Reduced expectations exceeded
F lig h t observation s e r ie s : H 
INTERNAL AUSTRALIAN FLIGHT
A nticipated  s a tis fa c tio n : below norm al, based on our previous 
experience w ith th is  c a r r ie r . On th e  o ther hand we were 
in te re s te d  to  experience a new type of plane.
F lig h t: one and a h a lf  hours approx
Time: midmorning, midweek
Type: 767
Seats: a is le  and window, forward economy cabin
Load fa c to r: about a q u a rte r f u l l .
Acid t e s t  = Pass
The f l ig h t  was relaxed  and p lea san t. A problem which I  
experienced w ith my meal had been handled w ell, and although I  
doubted th a t th e  o ffe r to  re p o rt th e  problem would be acted  
on, I  was very s a tis f ie d  w ith th is  f l ig h t . The next se c to rs  
on th is  c a r r ie r  now seemed le s s  daunting.
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12.2.2 Effects of airline marketing
In competitive market places, advertising is an important 
marketing tool in attracting customers. The imagery employed 
by airlines typically features comfort and style, and this is 
a potential problem in the longer term marketing mission of 
retaining clients. The problem results from the difficulty of 
delivering the standards implied by advertising in the complex 
technical and service conditions of journeys by air. Table
12.3 illustrates how the observer was led by an airline’s 
advertising for a particular brand to expect a higher standard 
of service than was experienced.
Table 12.4 shows how the observer was suspicious that an 
airline which had a reputation for discounting would offer a 
relatively low standard of service.
12.2.3 Other factors influencing expectations
Many other factors are formative of expectations. One which 
is significant for airlines is the personal meaning to the 
client of a particular journey. Table 12.5 gives an example, 
similar situations are contained in the data base where other 
passengers have spoken of honeymoon journeys, or visits to 
sick relatives.
12.2.4 Effects of recommendations
Travellers often discuss their recollected experiences, and 
this can take the form of anecdotes (often recounting extreme 
experiences) or more formal advice about which carriers (and 
airports) to use for preference, or to avoid. (Table 12.6).
Table 12.3
Effects of advertising
F lig h t observation s e r ie s : Q 
LONDON -  EDINBURGH S h u ttle .
A nticipated  s a tis fa c tio n : about norm al, based on previous
f lig h ts  w ith th is  c a r r ie r , and an im pression formed from 
vaguely re c a lle d  ad v ertis in g  by th is  a ir l in e  and i t s  
com petitors th a t  th is  would be a  sim p lified  Business s ty le  o f 
se rv ice .
F lig h t: one hour approx
Time: mid morning, midweek
Type: 757
Seat: a is le , re a r  row, then middle se a t o f th re e , forward
cabin .
Load fa c to r: two se a ts  vacant.
Acid t e s t  = F a il
An uncomfortable se rv ice  o ffe rin g  inadequate c a te rin g , 
somewhat redeemed by th e  e ffe c tiv e  cabin crew.
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Table 12.4
Effects of discounting
F lig h t observation s e r ie s : S 
LONDON GA3WICK -  IDS ANGELES, 
v ia  BOSTON AND DETROIT
A nticipated  s a tis fa c tio n : below norm al, based on th e  in d ire c t 
rou teing  and some suspicion  o f th e  a i r l in e 's  m otives fo r 
o ffe rin g  generous m ileage b e n e fits  to  i t s  frequent f l i e r  club  
members.
F lig h t: seventeen hours approx in  to ta l .
Time: mid morning, midweek
Type: DC10 and 757.
S eats: v ario u s, economy cabins
Load fa c to rs : n early  f u l l  in  economy.
Acid t e s t  = f a i l
The standard o f se rv ice  d id  no t meet our somewhat depressed 
expectations, due to  th e  d is ta n t a ttitu d e  o f most cabin and 
check-in s ta f f ,  and th e  way delays had been handled.
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Table 12.5
Other influences on expectations
F lig h t observation s e r ie s : L 
BEIJING -  HONG KONG
A nticipated  s a tis fa c tio n : above norm al,, as th is  f l ig h t  had 
been booked in  Business c la ss  in  compensation fo r  th e  expected 
rig o u rs o f tra v e l in  T ib et.
F lig h t: two hours approx
Time: midday, midweek
Type: L1011
S eats: window and a is le , Business cabin.
Load fa c to r: n early  f u l l  in  Business c la s s .
Acid t e s t  = pass
As an indulgence, th e  premium to  tra v e l in  business c la s s  on 
th is  se c to r seemed worth w hile. We would be happy to  tra v e l 
on th is  a ir l in e  again , e ith e r  in  Business o r economy c la s s .
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Table 12.6
Effects of recommendations on expectations
F lig h t observation s e r ie s : F 
HONG KONG- AUSTRALIA
A nticipated  s a tis fa c tio n : U ncertain , as we had no t p reviously  
flown w ith th is  c a r r ie r , bu t had heard c o n flic tin g  accounts o f 
th e ir  standards of se rv ice .
F lig h t: seven hours approx,
Time: mid evening, midweek
Type: 747
S eats: A isle  and middle o f th re e , forward economy cabin .
Load fa c to r: alm ost f u l l .
Acid t e s t  = F a il
We were n o t impressed w ith th e  in f lig h t se rv ice , and d id  n o t 
look forward to  th e  next se c to rs  w ith th is  c a r r ie r .
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12.3 RESPONSES TO SERVICE INTERRUPTIONS, AND THE 
POTENTIAL FOR RESALE
The foregoing discussion has considered the overall evaluation 
of a flight according to the consumerist gap acid test 
However, this dissertation has shown that flights are in 
reality experienced as a series of events influencing 
satisfaction. The most extreme situations have been discussed 
in terms of part encounters during service interruptions, and 
it will now be argued that the responses to customers are 
significant in terms of the potential to retain customers.
Problems in any service may arise from a technical failure or 
through human error in the encounter, whether incorrect task 
performance or from the incorrect actions of the passenger. 
Following such an occurrence the subsequent satisfaction of 
the passenger can be improved by effective responses; or 
further depressed by inappropriate actions or attitudes of the 
staff. The case studies in previous chapters have illustrated 
this, and figure 12.1 suggests how the opportunities for a 
company to sell future services to a customer may depend on a 
combination of its technical and service responses.
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Figure 12.1
Passenger satisfaction and service resale outcomes 
from technical and service responses following a 
failure.
Q uality  o f Q uality  o f tech n ica l responses
co n tac t s t a f f 's
se rv ice CCMPETENT INCOMPLETE
responses
CXMPBEENT & SATISFIED WARM
CARING + (re sa le ? (re sa le
p ossib le) uncertain)
COMPETENT EOT OOQL DISSATISFIED
DISTANT ? (re sa le (re sa le
uncertain ) u n lik e ly )
(Laws, 1991).
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Figure 12.1 suggests that competent technical responses to 
any problem, such as moving the passenger who expresses 
discomfort to a preferred seat, are judged by the passenger 
in terms of the perceived attitude of staff. His or her 
satisfaction will be boosted more by what he perceives to be 
a caring response to a fault in the service than by someone 
who is merely competent in rectifying the presenting problem. 
Grudging service, even when efficient in hard performance 
measures, may prejudice a future repurchase of that company’s 
services.
The significance of the contact staffs attitudes is greater 
when the technical response to a problem proves inadequate; 
and in the bounded conditions of an aircraft in flight this 
has often been observed to be the case. However, when staff 
are concerned to help the passenger, and are seen trying to 
overcome the particular difficulty he or she encountered, 
they can minimise overall dissatisfaction, thus keeping open 
the possibility of a future sale. In summary, responses to 
an initial problem can accentuate or attenuate the 
dissatisfaction caused by a service interruption (of what 
ever nature). These two outcomes were shown conceptually in 
the original consumerist gap model (Figure 1.1 in chapter 1) 
as tracks El and E2. The conceptual model may be contrasted 
with figure 12.2 which portrays the empirical evidence 
presented next.
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Figure 12.2
Comparison of two responses to similar problems
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12.3.1 Comparison of service responses
As an illustration of one way in which airline managers might 
employ the consumerist gap method to examine variations in 
their passengers’ experiences, the following observations 
relate to virtually identical problems experienced on the 
outbound (number 380) and inbound (numbers 402-403) legs of a 
journey, but where the responses were significantly 
different
380 O
Later, meals were served from the trolley. The 
stewardess was not aware of our special requests, but 
brought the vegetarian readily enough. She asked a 
colleague about the seafood and it was brought some 
moments later. On disembarking we borrowed a business 
menu- the seafood had been a business meal choice, mine 
seemed to have been a special.
402 - 403 P
Barbara asked for her seafood meal. The stewardess came 
back with a second vegetarian, saying that was what had 
been boarded for Barbara. I asked for the senior 
stewardess who soon came. She apologised perfunctorily 
but said that she could do nothing inflight. It was 
not normal to have seafood in economy she said. I 
pointed out that there had been no problem on the way 
out She tried another tack- had we confirmed it in 
Istanbul? We should have done, her tone was quite
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stern. We explained the conversation at check in.
Was it shown on the manifest? I asked. She seemed 
surprised, and said she would check 
When she returned I was finishing my wine. She 
noticed this but said nothing about that. We discussed 
the problem of meals for a while then she offered 
Barbara "a drink on us". Barbara chose Champagne, and 
the stewardess asked if "her husband” would join her.
It was an effective and pleasing gesture.
12.3.2 Discussion
The result for the passengers was a gain in satisfaction from 
the effective service responses outbound; but dissatisfaction 
with the service on the inbound leg, despite the more 
sensitive and effective intervention of the senior 
stewardess. This incident also demonstrates how a problem 
can escalate to involve other staff members; and it shows 
that appropriate gestures (such as the offer of a 
complimentary glass of champagne) can enhance passengers’ 
experiences during a service failure. One further point 
emerges from this example. Many individuals travel as 
members of family, friendship or business groups; and their 
needs as groups are often neglected in the pressures of 
delivering service to all passengers in the physical, 
technical and time constraints of the realities of airline 
operations. (This point is also examined in series M, N, AG 
and AH).
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12.4 GRID ANALYSIS OF CONSUMERIST GAP OUTCOMES
Figure 12.3 offers a way of conceptualising the position 
which any company has taken (or aspires to take) in the 
competitive marketplace. The horizontal axis distinguishes 
between the technical and the service design aspects 
influencing a client’s satisfaction, while the vertical axis 
is a measure of increasing or decreasing satisfaction. The 
grid model has the potential to synthesise clients’ 
perceptions of a company’s service delivery strategy (the 
service aspect of the model) with clients’ reported 
evaluation of how they feel their anticipated satisfactions 
were met in service performance (a combination of service and 
technical aspects).
The implication of the present study and comments by other
authorities, notably Shostack, is that customer satisfaction
can be managed. Reference has been made in introducing the
consumerist gap concept in chapter 2 to Zemke’s model, in
which service strategy is regarded as the apex of a triangle
based on the service system and the people who deliver it,
but centred around customers. The philosophy underlying the
consumerist gap concept is very similar, as the following
discussion of figure 12.3 shows.
"Following the distinction drawn in the consumerist gap 
model, two dimensions are of interest in service 
delivery. One is the technological characteristics of 
the service desiga.. The second aspect is the quality 
of service delivery, mainly consisting of the 
interaction between staff and clients. Technical and 
service factors form the two poles on the horizontal 
axis (of figure 12.3). Another foundation of the 
consumerist gap concept is a recognition that the
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outcome of service events and interactions vary along a 
continuum ranging from extreme satisfaction to extreme 
dissatisfactioa This forms the vertical axis of the 
consumerist gap outcomes model.” (Laws, 1991).
The case study of British Airways in an earlier chapter 
brought both elements together in the specific context of the 
culture of one airline at a critical period of its history.
The consumerist gap approach recognises the central role of a 
company’s vision for service delivery, and emphasises the 
significance of its blueprint for the service delivery 
system. An implication of this is that a company can decide 
to position itself with an emphasis on technical performance, 
or service attributes. In reality, all companies offer both 
technical and service performance, but with varying degrees 
of excellence and consistency. A further consideration not 
stressed in this study is the emphasis accorded to either of 
these aspects in the company’s promotional communications, 
the imagery thereby created being formative in a customer’s 
anticipation of the benefits offered.
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Figure 12.3
Satisfaction management strategies 
Grid analysis of consumerist gap outcomes
SATISFACTION
BOOSTERS
TECHNICAL
FACTORS
*A 1 
1 
1 
1
*B
1
1
1
1
*D 1 *C
SERVICE
FACTORS
SATISFACTION
DEPRESSANTS
(Laws, 1991).
Quadrants A to D are discussed in the text
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12.4.1 Discussion of the grid model
The four quadrants formed by the intersection of the 
satisfaction and service - technology axes of figure 12.3 are 
classified A to D, and are each discussed in the following 
section.
Quadrant A
This encompasses the conditions when a flight is operated 
efficiently at a technical level, proving comfortable, 
arriving on time and offering the passenger satisfying 
entertainment and meals as well a standard of service from 
the staff he encounters which he finds pleasing.
Quadrant B
This describes a flight where any technical shortcomings such 
a delay or the non delivery of a special meal request have 
been overcome by the effective responses of staff, or one 
where there were no difficulties, but service was 
particularly pleasing.
Quadrant C
The case studies have shown that it is not sufficient to 
restore the technical conditions of a service after a 
failure. If the response offends or provokes the passenger 
the result is seen in quadrant C, tShere the acid test has
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been failed, and the passenger is unwilling to return to that 
company.
Quadrant D
In this category, the quality of technical factors does not 
match what passengers had anticipated. As examples, the 
control of cabin pressure or temperature, and other factors 
intervene in the way a passenger experiences a flight. Seats 
are uncomfortable, or are broken or dirty, or situated in 
areas of the cabin which the passenger finds unappealing for 
various reasons. The meal (a special request or a normal 
menu item) may be too cold, too small, or damaged.
Overall, the model implies that managers who wish to satisfy 
their customers must provide both technical and service 
performance matching their expectations, that is, they must 
operate in both segment A and segment B to be effective.
12.4.2 Illustration of the grid model
Brief examples are given below to illustrate each quadrant in 
figure 12.3
Quadrant A
Observation 668 recounts how, after a service failure on one 
leg of a long haul flight, we were offered an upgrade to 
Business class.
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Quadrant B
In observation 380, a passenger was brought a requested 
special meal from a premium class, without alerting her to 
the failure of the airline to board her economy meal.
Quadrant C
Observation 258 concerns a request to move seat, following 
the discomfort caused by crying babies in the cabin. The 
request was regarded by cabin staff as unjustified and a 
nuisance, to them and other passengers. The move was 
eventually granted, but the passenger was left feeling very 
dissatisfied by the way his request had been handled.
Quadrant D
Observation series Q describes the dissatisfying experiences 
of boarding a shuttle flight, when the lounge exit door was 
closed against waiting passengers while others had to queue 
exposed to cold weather. The transfer to the aircraft was by 
coach, and was very uncomfortable. Finally, the observer was 
instructed to board up the front stairs, although his seat 
was in the last row.
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12.5 SATISFACTION MANAGEMENT STRATEGIES
The foregoing discussion suggests that analysis of service 
experiences reported by clients can assist in developing 
strategies for the management of their customers’ 
satisfaction. Such strategies would have particular 
significance following a service failure (whether caused by 
technical or human problems).
One issue of potential concern to airline managers is that 
the data base records many dissatisfying events connected 
with Premium class service. More significantly, the previous 
chapter has indicated that responses to service interruptions 
may be no more effective in premium class than economy, and 
this finding is common to all airlines sampled in the study.
The examples and analysis discussed in this study suggest 
several strategic responses to service interruption 
management For dominant problems the firm could take a 
strategic decision to develop a restricted range of possible 
responses to a given situation, and train staff in how to 
select and use appropriate remedial scripts. It would seem 
that dealing with the non availability of a special meal 
request might benefit from this solution. However, through 
routine, lack of resources or for individual reasons, an 
impersonal response might result, thus exacerbating the 
client’s perception of the original service problem, and 
consequently further depressing his dissatisfaction.
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12.6 THE INVOLVEMENT OF PASSENGERS AS A 
CONTINGENCY TO SERVICE MANAGEMENT
12.6.1 Introduction
Marketing theory suggests that a consumer is likely to be 
highly involved when a service has functional or symbolic 
significance to him, or because it implies financial or 
emotional risk, or if it is identified with the behavioural 
norms of an important reference group. High involvement 
implies a careful choice based on experience and information. 
Consumer involvement has been defined in the following terms: 
"a state of energy (arousal) that a person experiences in 
regard to a consumption-related activity." (Cohen, 1982).
Cohen considered that involvement is high when customers are 
enjoying a service, he also pointed out how it occurs within 
specific settings, differing for an individual between 
various situations.
High involvement customers are less likely to switch to 
alternative suppliers, and may be more tolerant of minor 
service failures, in part because of a deeper understanding 
of the service delivery system. Consumers are likely to be 
highly involved in the decision when the product has the 
characteristics shown in table 12.7, which accord in general 
terms with journeys by air.
This theory suggests that in high involvement pre purchase 
decision situations a consumer will compare brands in a
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detailed and systematic manner. Similarly, after purchase 
the consumer will evaluate the chosen brand’s performance. 
Satisfaction will reinforce the consumer’s judgement and that 
brand is more likely to be repurchased in the future. If 
dissatisfaction occurs the consumer will re-assess his 
choice, and repurchase of that brand is much less likely to 
occur.
It will be noted that each of the factors discussed is 
emotional in character, and previously the evaluation of 
service quality has been distinguished from quality 
judgements with manufactured products in terms of the 
emotional potential of the interactions between staff and 
clients which characterise services. However, as his 
interest has been engaged, and since he is probably 
experienced in using this class of services, it seems that 
the high involvement consumer may be relatively tolerant of 
errors, particularly when the organisation takes effective 
steps to remedy any problems which occur, this may be 
understood as representing a second best choice.
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Table 12.7
Product characteristics associated with high involvement 
purchasing behaviour
* High price
* Performance risks
* Complex
* A speciality good
* Involving that consumer’s ego
- 328 -
12.6.2 Influencing anticipated satisfaction levels
In addition to its value in responding to the needs of 
clients during a service interruption, the theory of high and 
low involvement outlined above is also relevant to their 
purchasing decision, and therefore features as a factor in 
setting a customer’s anticipated level of satisfaction, 
against which the consumerist gap measures fluctuations in 
the satisfaction experienced during service delivery.
Low involvement decision making occurs where the consumer 
does not consider the product particularly important to his 
belief system and does not strongly identify with the 
product. However, much of the argument in marketing 
literature, and many of the actions of marketing managers 
assume that customers are very interested in their product, 
when in reality they are often not
In contrast to the rational, information processing model of 
high involvement behaviour, the consumer who has low 
involvement with a particular product is likely to be a 
passive recipient of information about it. When a 
purchasing need or desire arises, one brand is likely to be 
purchased rather than others on the basis of some token 
advantage, such as ease of access, schedule convenience or 
familiarity; and it is widely believed that this can be 
gained through repetitive advertising.
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The low involvement consumer will however be relatively 
neutral towards any brand as it (and the product) has no 
strong association with any of his important beliefs. Low 
involvement products offer solutions to consumers’ problems 
rather than optimising the benefits. Services are purchased 
on the basis of price or convenience since the consumer has 
no basis for distinguishing between the benefits of various 
brands. (Note 12. A).
Asseal (1987) has suggested that the degree of consumer 
involvement is the critical factor in both consumer behaviour 
and in setting marketing strategy, as figure 12.4 indicates, 
this leads to four levels of consumer involvement, with four 
distinct managerial strategies. The concept of involvement 
is consumer related rather than product related. It follows 
that the features of a service which its managers believe 
distinguish it from competitors’ should be defined in terms 
of the consumers’ evaluation of the importance of each 
service attribute. The varying extent of consumer 
involvement can be measured on an individual level, and this 
understanding can be used as a basis for segmented approaches 
to a general market Figure 12.4 applies this conceptually 
to model satisfaction outcomes contingent upon passenger 
involvement of contrasting service strategies.
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Figure 12.4
Consumer involvement and choice between brands
DIFFERENCES
BETWEEN
BRANDS
CONSUMER
INVOLVEMENT
HIGH
SIGNIFICANT Complex decisions 
or
Brand loyalty
A
Variety 
seeking: 
random choice 
or
C experimental
Dissonance Inertia:
FEW reduction random choice
or or
attribution spurious
B D loyalty.
LOW
(Source: Asseal, 1987)
The discussion of the differing managerial approaches to the 
four quadrants in this table discussed below paraphrases 
Asseal.
Quadrant A
Complex decision making, and brand loyalty requires high 
consumer involvement and sufficient differences between 
brands to sustain their involvement. Consumers form beliefs 
about the brands, evaluate them and choose.
Quadrant B
Dissonance reduction assumes a high level of involvement, but 
the consumer considers few brands. Since there is no formal 
basis for deciding on one brand rather than others, doubt is 
likely to arise after the purchase. The consumer may have 
second thoughts after choosing, but seek positive information 
to affirm the choice and to reduce any dissonance 
experienced He may ignore negative information about the
brand, also thereby reducing dissonance. Thus, information 
search and brand evaluation can occur after a purchase.
Quadrant C
Variety seeking; a low level of involvement but differences 
between brands are recognised. However, low involvement with 
the product restricts brand evaluation. In such conditions 
consumers switch to other brands to try something new. Given 
low involvement, a consumer is less likely to be very 
dissatisfied, but strong branding and promotion may be 
effective in attracting attention and getting to the stage of 
trial behaviour.
Quadrant D
Inertia assumes that few differences exist between brands.
Consumers will either choose an available brand at random 
under these conditions or will become familiar with one brand 
and a spurious brand loyalty can be developed. This is 
passive information processing and buying behaviour, and it 
suggests that marketing based on differentiating low 
involvement products as separate brands is ineffective as the 
customer does not care about those differences.
12.7 PASSENGER INVOLVEMENT AND SERVICE CHARACTERISTIC
The passenger involvement and service characteristics model 
presented in figure 12.5 draws on the foregoing discussion.
It suggests that passengers who regard a service such as 
airtransport instrumentally, taking little interest in the 
process and focussing on the personal or business reasons for 
their journey, are normally satisfied by the efficient 
performance of the core service. These passengers will be 
grateful for additional service features offered during their 
flight and would therefore be likely to repurchase from the 
company. (Note 12.B). In contrast, many passengers take a 
great deal of pleasure from the various aspects of their 
flight They are often experienced travellers, who routinely
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Figure 12.5
Passenger involvement and service characteristics
Salient
characteristics
Passenger involvement 
HIGH
of
service LOW
CORE
sufficient insufficient
grateful demanded
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look for a range of enhancements offered in their class of 
travel. The basic transport service is unlikely to satisfy 
them, while they will have the experience to judge the 
standard of service offered by one company against others.
12.8 CONCLUSION
The consumerist gap analysis of customers experiences has 
been shown to highlight the aspects of a service which boost 
and depress the satisfaction of particular passengers.
However, the concept also recognises that each passenger 
differs in the level of service which he finds personally 
satisfying. This chapter has distinguished between the 
characteristics of services which are important to high and 
low involvement passengers as a basis for service management 
and market segmentation strategies.
Note 
12. A
An earlier chapter also pointed out that frequent flier 
programmes can be characterised as loyalty- strengthening 
exercises which are intended to result in greater consumer 
involvement However, the limited availability of seats to 
members of frequent flier programmes claiming their "free 
awards" can cause them consternation and dissatisfaction.
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CHAPTER 13
THE CONSUMERIST GAP STUDY, REVIEW AND DISCUSSION.
13.1 INTRODUCTION
This thesis has reported on an investigation of the factors 
which influence passengers’ satisfaction during journeys by 
air. The study has entailed an investigation of current 
managerial practices and the theoretical literature dealing 
with service management and quality issues, and a 
consideration of the technical contexts of airline operations 
as they impinge on customers’ experiences. The consumerist 
gap concept has been examined and developed on an empirical 
basis, and related to theoretical and managerial thinking.
The foundation of the consumerist gap concept is a view that 
individual clients define the quality of the service which 
each receives. This pilot study attempts to meet the 
resultant challenges both to theorists and to managers. For 
the theorist, the problems are to develop an empirical model 
of the factors influencing passengers’ own experiences, as 
expressed in terms which are meaningful to them, For 
managers the problem is to apply the understanding of what 
passengers expect from airline services in the design and 
delivery of those services. This is a continuing challenge, 
as passenger expectations are driven by the evolution of 
services, and by developments more generally in society.
Thus, there is a need for constant monitoring of service
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systems and of the way in which the quality of those systems 
is judged by passengers.
This dissertation has also examined the methods currently 
employed by British Airways in monitoring its market place 
performance. BA was approached with a request to act as the 
host for this research programme specifically because the 
significant cultural and organisational development which it 
had undergone prior to this study had emphasised the central 
significance of the customers it served.
13.2 THE CONSUMERIST GAP CONCEPT
Fundamental to the consumerist gap concept is its acceptance 
of an individual’s construction and understanding of 
experiences influencing his satisfaction. The analysis of 
customer correspondence showed that many passengers explained 
their dissatisfaction in terms of mismanaged responses to an 
initial problem. It seems that satisfaction experiences then 
follow one of two typical patterns as a passenger’s feelings 
are managed in ways to increase,or decrease satisfaction 
outcomes. In some cases the primary problem is overcome and 
that passenger’s satisfaction is restored by effective 
responses, but in others his or her satisfaction remains 
depressed, either because the original problem was not 
remedied, or because the attitudes of staff delivering a 
solution had antagonised the client in some way. This 
finding suggests that a fuller understanding of the 
consequences of typical service responses will be valuable to
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managers, minimise conflicts between staff and clients, and 
increase the likelihood of passenger satisfaction.
The factors which contribute to fluctuations in satisfaction 
may be technical in nature, or rooted in the delivery of the 
service. They may be under the direct influence and control 
of company managers, or may involve other companies and other 
individuals. The approach described in this report offer a 
means to distinguish between these influences, as perceived 
by the passenger. Theorists cited earlier have emphasised 
the process nature of service industry transactions: the 
consumerist gap concept also sees the consumer as an active 
participant whose moods as well as needs are elements in the 
effectiveness of service delivery systems.
During this study a taxonomy has been developed for the 
analysis of service encounters, and applied to the data base 
generated by consumerist gap methods. The original 
conceptual model has been developed to show how one 
passenger’s satisfaction has fluctuated during complete 
flight episodes, or during part encounters. Additionally, a 
forcefield model has been developed to present the most 
significant factors on their satisfaction during service 
failure (critical incidents) which have been revealed by the 
content analysis of customers’ correspondence.
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13.3 CONSUMERIST GAP METHODOLOGIES
The evidence for the occurrence of consumerist gaps was 
generated by structured observation of services such as 
flights, and by analysing the content of customers’ 
complaints, or the comments of those who participate in focus 
groups. In this study a data base of such research was 
created and is presented in two separate volumes. This data 
was analysed to identify the most salient factors in 
passengers’ experiences under particular conditions such as 
those examined in the case studies. Structures to the 
satisfaction experiences of particular types of flight, or in 
certain incidents such as delays have been postulated and 
examined in the foregoing chapters.
Alternative, or additional methods of research might have 
been adopted for this study which had two essential 
requirements. The first was to generate an understanding of 
the operational realities surrounding the delivery of airline 
services, and the second was to investigate how passengers 
perceive their experiences. The first objective was met 
through standard procedures including desk research of 
published sources, by interviews with airline managers and 
inspection of confidential company documents.
There was more scope to adopt different research techniques 
with respect to the second objective of understanding 
passengers’ perceptions of their service experiences. For 
example, it would have been possible to construct and
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administer a questionnaire survey instrument to a sample of 
passengers. For the present study, two reasons were 
identified against this approach. In the first place, it is 
difficult to design an effective qualitative instrument which 
is both brief enough for respondents to complete comfortably, 
and sufficiently searching. The difficulty lies essentially 
in the open ended nature of this enquiry. In the second 
place, as indicated in the review of current airline 
practices, there already exist a number of commercial and in 
house studies of that type. The consumerist gap approach is 
not intended to supplant existing research methodologies, 
rather its contribution lies in providing a way of gaining 
the customers’ perspectives of highly complex service 
realities in structured ways.
The logic of this study is that the analytical categories 
identified in the diary phase provide a framework for the 
analysis of passengers’ unsolicited and unstructured comments 
on their own extreme experiences in the form of detailed 
letters of complaint received by airlines following serious 
service interruptions. This correspondence represents a 
significant flow of information to the airline concerned to 
understand its passengers’ experiences as perceived by them, 
but it seems that there has been no effective way to analyse 
this feedback other than to pinpoint the failpoints in the 
system by a simple count of occurrences as described in this 
dissertation.
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Marketing literature has focussed more on recruiting clients 
than on retaining them; now the concern is to understand what 
factors are central in motivating them to remain with one 
service company. The changing nature of competition in the 
scheduled airline industry has sharpened the need for 
managers to understand their passengers’ expectations, both 
in the delivery of service and in their design for identified 
market segments. Favourable post purchase evaluations are 
crucial in the long term success of any enterprise through 
building repeat business and word of mouth recommendations. 
Critical feedback can provide important data for managers 
seeking to understand the effects on passenger satisfaction 
of the design of their service, its delivery systems or the 
messages conveyed through company positioning statements.
This report has indicated how consumerist gap methods can 
contribute to an analysis of feedback, providing a structure 
and a common vocabulary which highlights the components of 
most significance to clients in judging the quality of a 
service.
13.4 ANALYSIS OF CONSUMERIST GAP DATA
Two hypotheses regarding the way in which services are 
experienced were examined in this dissertation. In summary, 
it has been shown that services are experienced as a series 
of events which have varying influence on a client’s 
satisfaction rather than as a single episode for which one 
judgement of satisfaction can be given. This has led to the 
development of a satisfaction index, a measure of
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satisfaction with a service which is more inclusive than the 
simple acid test of the original model. The advantage of the 
satisfaction index is that it encompasses the many events 
which influence satisfaction, enabling the most significant 
factors to be identified.
The second point is that passenger satisfaction can be 
managed in the part encounters which follow service 
interruptions. It has been shown that certain responses are 
likely to exacerbate dissatisfaction, while alternative 
actions and attitudes are perceived by passengers as helpful 
and can restore satisfaction and thereby confidence in the 
company.
13.5 APPLICATIONS OF THE CONSUMERIST GAP
It has been argued throughout this dissertation that an 
understanding of customer experiences is a necessary but 
insufficient condition for effective management of consumer 
satisfaction. Equally important (but a secondary focus of 
this study) is an understanding of the organisational 
realities behind its service blueprint, drawn up in the 
context of technological, regulatory and competitive 
conditions to meet certain organisational criteria, most 
vividly summarised in a corporate mission statement.
This dissertation has shown how the consumerist gap report 
analysis methods can contribute to service design through 
blueprinting techniques which are sensitive to passengers’
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reported experiences. In the design of their services, 
managers take decisions about an appropriate level of service 
to offer each segment of the market they wish to serve, and 
then have the responsibility for ensuring its delivery.
Customers, however, have the prerogative of evaluating their 
own experiences and of deciding whether (or not) the level 
of satisfaction which they had anticipated were supplied.
This study has identified the most critical moment(s) for 
judging the quality of a service as those following a 
failure.
Secondly, the consumerist gap data base developed for a 
particular company can contribute a clients- perspective 
focus to staff training through the development of a series 
of case studies of effective and inappropriate responses in 
the context of specific services. This includes anticipating 
the types of encounter which would result under given 
conditions, and considering the probable satisfaction 
outcomes of each. Decision rules for choosing appropriate 
responses in each situation should however reflect company 
values and policy.
Thirdly, the diary method has a role as an induction 
tool, functioning to familiarise new recruits with the way in 
which a company’s services are experienced by its clients in 
order to sensitise them to clients’ expectations.
- 342 -
13.6 EXTENSION OF THE CONSUMERIST GAP METHODS 
TO OTHER SETTINGS
This study has been centred on journeys by air, and the 
discussion has emphasised the importance of understanding the 
technical, regulatory and company backgrounds to technical 
service decisions. During the observation diary phase of 29 
flights, the researcher took the opportunity to extend the 
consumerist gap methodology to alternative tourism settings, 
those investigated were car rentals, and a voyage in a 
submersible craft.
It was decided to retain the analytical categories described 
above, although they had been developed for the analysis of 
influences on satisfaction during journeys by air. The 
reasons for this were to maintain consistency with the main 
survey during the development of the methodology, and to 
evaluate the limitations of those categories.
The general conclusion drawn is that adaptation of the 
categories to suit specific service characteristics would 
facilitate the application of this method. For example, the 
category MEL should be omitted from future studies of car 
rentals, but a new category could usefully be introduced to 
evaluate experiences during shuttle transfers to the rental 
depot The category APT has limited value in analysing car 
rental transactions, and could be changed to reflect the 
importance of events occurring in the depot However, this 
pilot study did indicate that car rental can be analysed
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according to the main consumerist gap criteria of 
satisfaction boosters and depressants, technical and service 
categories. The interaction of staff and clients was also 
found to be a factor in forming a positive or negative 
overall impression of the car rental transactions.
13. 7 CONCLUSION
This study has demonstrated that consumerist gaps arise when 
the experience of a service does not match the standards 
which an individual customer had anticipated. Such gaps can 
result from inadequate performance, from a technical failure, 
or from unrealistic expectations on the part of clients. By 
definition, one consequence is that that passenger is 
dissatisfied. By extension, a further consequence is that 
the company is at risk of losing that customer. Furthermore 
to the extent that any dissatisfied customer tells others of 
his poor experiences, the company’s market position is in 
jeopardy. Other negative outcomes include increased stress 
and role uncertainty for staff. In other cases, when 
experience exceeds expectations, the positive gaps represent 
satisfaction.
In conclusion, the strength of the consumerist gap methods 
lies in the ability it provides to structure and understand 
the detail which people (the observer or others) say were 
significant in their evaluation of a service.
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APPENDIX 1
INDENTIFYING AND MANAGING IKE CDNSUMERIST GAP
A paper published in the Service Industries Journal, V6, No2, p!31 
- 143, July, 1986.
- i
MATERIAL REDACTED AT REQUEST OF UNIVERSITY
APPENDIX 2
PROFILE OF SATISFACTION INFLUENCES ON OBSERVATION FLIGHTS
This appendix provides a brief account of each flight. It 
consists of the introductory page from the observation diary 
indicating the route, duration and class of travel for each flight 
together with a brief statement of the factors which had 
influenced the level of satisfaction anticipated. This can be 
contrasted with the acid test result for the overall journey and a 
summary rationale for the observer's judgement.
The second page provides two tables. The first indicates the 
frequency of satisfaction influencing events by flight phase, 
while the second identifies the main sources of influences and the 
intensity with which they impacted on the observer's 
satisfaction.
Finally the main satisfaction influencing factors described in 
the full data base are summarised here, with an indication of 
whether each was a satisfaction depressant (-) or a satisfaction 
booster (+).
Flight observation series: A
LONDON - PARIS - LONDON
Anticipated satisfaction: Above normal, based on advertising for
Business class, and limited previous experience on other carriers' 
Business class, long haul.
Flight: one hour approx, return same day.
Outbound:
Time: early morning, midweek.
Type: L1011,
Seat: aisle, Business cabin.
Load factor: almost full.
Inbound:
Time: mid afternoon.
Type: 757,
Seat: window, Business cabin.
Load factor: half full, both classes.
Acid test = Fail.
The hightened satisfaction which I had anticipated was not 
fullfilled. The responses to minor problems experienced during the 
flight had been handled to my satisfaction but I felt the premium 
fare for short haul Business class travel was not justified by 
additional or superior service.
- x
Flight A
Distribution of satisfaction influencing events by flight phase
Airport 15
Announcements 4
Meals 6
In Flight Entertainment 1 
Comfort 1
(Reservations) 2
Total 29
Source and force of satisfaction influences 
Boosters Depressants
Main Source
of influence
The airline 12 -35
Airline staff 6 -15
Other companies 1 -5
Other passengers 0 -2
+ Upgraded to business class, but on standby basis 
No vegetarian meal available 
Announcements from the flight deck inaudible 
Unexpectedly long walk into the terminal 
Airport rather crowded 
Short delay to return flight announced 
Boarding was uncomfortable 
+ Pleasant vegetarian meal served
+ Heathrow procedures were quick
- The free car parking offered with this flight caused problems
which were resolved only when the airline supervisor
intervened.
Flight observation series: B
D3ND0N - STOCKHOLM - LONDON
Anticipated satisfaction: normal, based on limited experience with 
this carrier in Business class.
Flight: three hours approx.
Outbound:
Time: early morning, Friday.
Type: 757
Seat: aisle, Business cabin.
Load factor: half full.
Inbound:
Time: late afternoon, Friday.
Type: 757
Seat: middle of three, Business cabin.
Load factor: nearly all seats occupied.
Acid t e s t  = Pass.
The outbound flight was comfortable and even enjoyable. I got a 
lot of work done in the time and space available. I was looking 
forward to the return flight.
The return flight was uncomfortable, and the crowded cabin made it 
very hard to work. However the staff contributed to my overall 
feeling of satisfaction.
Flight B
Distribution of satisfaction influencing events by flight phase
Airport 20
Announcements 4
Meals 7
In Flight Entertainment 3 
Comfort 3
(Reservations) 0
Total 37
Source and force of satisfaction influences 
Boosters Depressants
Main Source
of influence
The airline 16 -23
Airline staff 5 -10
Other companies 2 -9
Other passengers 0 -6
+ Efficient check in
Some confusion in the departures lounge 
Luggage was treated casually 
Meal was dissapointing
+ Arrival procedures were speedy
The return flight was delayed
- The lounge was crowded 
Boarding was uncomfortable
+ Passengers seemed cheerful
+ Drinks were served quickly
- No vegetarian meal was available
+ The cabin crew made me a large salad
Other passengers had difficulties with their meals
+ We had clear views of London
+ Arrival procedures were speedy
- The underground was very crowded
Flight observation series: C
LONDON - MALAGA
Anticipated satisfaction: Normal, based on limited previous 
experience on this carrier.
Flight: two hours approx
Time: early morning, midweek
Type: 11011
Seat: aisle, Business cabin.
Load factor: three quarters full.
Acid test = Pass
I was pleased to have been upgraded to Business class, but 
disappointed that the vegetarian meal which I had requested had 
not been delivered. I was pleased with the response by the 
stewardess who provided an alternative meal, and felt relaxed and 
comfortable after the flight.
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Flight C
Distribution of satisfaction influencing events by flight phase
Airport 12
Announcements 2
Meals 4
In Flight Entertainment 0 
Comfort 5
(Reservations) 1
Total 24
Source and force of satisfaction influences
Boosters Depressants
Main Source
of influence
The airline 14 -11
Airline staff 8 0
Other companies 0 -7
Other passengers 0 -2
- The airport was very congested
The check in procedures were rather awkward 
+ I was upgraded to business class
The computer did not record my request for a vegetarian meal, 
this was now ordered
There were lengthy queues for immigration and the lounges 
were very crowded
Maintenance to the cabin was still going on as passengers 
boarded
There was no vegetarian meal for me 
+ I was offered a small bottle of champagne in compensation
- The airport was chaotic
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Flight observation series: D
MALAGA -LONDON GATWICK
Anticipated satisfaction: Above normal, based on the outbound
flight taken the previous day, but with reservations about 
check in procedures.
Flight: two hours approx
Time: midday, midweek
Type: L1011.
Seat: window, Business cabin.
Load factor: nearly full.
Acid test = Bass
Overall, my expectations of service standards were met on both 
flights. I would be happy to repeat the journey.
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Flight D
Distribution of satisfaction influencing events by flight phase
Airport 11
Announcements 2
Meals 6
In Flight Entertainment 0 
Comfort 4
(Reservations) 0
Total 23
Source and force of satisfaction influences 
Boosters Depressants
Main Source
of influence
The airline 19 -17
Airline staff 12 “1
Other companies 0 -4
Other passengers 1 -4
+ I was upgraded and my meal request was confirmed 
Embarcation was uncomfortable 
+ My meal was very satisfactory
+ The cabin crew worked hard to please passengers
Disembarcation was very slow
Flight observation series: E
LONDON- BONGKQNG
Anticipated satisfaction: About normal, based on previous 
experience on recent Business travel short haul with this carrier, 
and several flights to the USA, some years previously.
Flight: fourteen hours approx.
Time: mid evening, midweek
Type: 747
Seats: aisle and middle of three, front economy cabin.
Load factor: almost full.
Acid test = Fail
The standards of comfort and service we experienced on this flight 
did not compare well with previous journeys of this type on other 
carriers. We felt uncertain about the next sector with this 
carrier, from Los Angeles to London, reported in observation 
numbers 271- 294.
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Flight E
Distribution of satisfaction influencing events by flight phase
Airport 4
Announcements 5
Meals 3
In Flight Entertainment 1
Comfort 3
(Reservations) 1
Total 17
Source and fo rce  o f s a tis fa c tio n  in fluences 
Boosters Depressants
Main Source
o f influence
The airline 13 -30
Airline staff 1 0
Other companies 0 0
Other passengers 3 -2
- , Our seats were uncomfortable
- Our meals varied in quality 
Queues for the toilets were lengthy
+ Arrival procedures were handled very quickly.
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Flight observation series: F
HONG KONG- AUSTRALIA
Anticipated satisfaction: Uncertain, as we had not previously
flown with this carrier, but had heard conflicting accounts of 
their standards of service.
Flight: seven hours approx,
Time: mid evening, midweek
Type: 747
Seats: Aisle and middle of three, forward economy cabin.
Load factor: almost full.
Acid test = Fail
We were not impressed with the inflight service, and did not look 
forward to the next sectors with this carrier.
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Flight F
Distribution of satisfaction influencing events by flight phase
Airport 3
Announcements 2
Meals 4
In Flight Entertainment 1
Comfort 3
(Reservations) 0
Total 13
Source and force of satisfaction influences 
Boosters Depressants
Main Source
of influence
The airline 4 -15
Airline staff 0 -6
Other companies 1 -1
Other passengers 0 -1
My meal was dissapointing 
+ A real attempt was made to provide an alternative
The movie disturbed most passengers who were trying to sleep 
Breakfast was unappetising
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Flight observation series: H
INTERNAL AUSTRALIAN FLIGHT
Anticipated satisfaction: below normal, based on our previous 
experience with this carrier. On the other hand we were 
interested to experience a new type of plane.
Flight: one and a half hours approx
Time: midmorning, midweek
Type: 767
Seats: aisle and window, forward economy cabin
Load factor: about a quarter full.
Acid test = Pass
The flight was relaxed and pleasant. A problem which I 
experienced with my meal had been handled well, and although I 
doubted that the offer to report the problem would be acted on, 
was very satisfied with this flight. The next sectors on this 
carrier now seemed less daunting.
Flight H
Distribution of satisfaction influencing events by flight phase
Airport 4
Announcements 3
Meals 3
In Flight Entertainment 1
comfort 0
(Reservations) 1
Total 12
Source and force of satisfaction influences
Boosters Depressants
Main Source
of influence
The airline 9 -13
Airline staff 4 -4
Other companies 1 -4
Other passengers 0 0
Check in was confusing 
The meal was inedible 
+ An excellent alternative was found for me
+ We had an excellent view of the Barrier reef
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Flight observation series: I
AUSTRALIA - HONOLULU
Anticipated satisfaction: about normal based on our previous
experiences with this carrier.
Flight: seven hours approx
Time: late evening, mid week
Type: 747
Seats: aisle and centre, front economy cabin
Load factor: almost full in economy.
Acid test = Fail
We were not pleased with the way passengers had been treated 
during this particular flight, and were not looking forward to the 
next leg, booked with this carrier.
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Flight I
Distribution of satisfaction influencing events by flight phase
Airport 3
Announcements 2
Meals 5
In Flight Entertainment 1
Comfort 2
(Reservations) 0
Total 13
Source and force of satisfaction influences 
Boosters Depressants
Main Source 
of influence
The airline 8 -17
Airline staff 7 -11
Other companies 0 -6
Other passengers 0 -2
Security seemed lax 
+ The senior steward was aware of earlier meal problems I had 
experienced on this carrier. The meal I was brought was 
fairly standard
A passenger was splashed during the collection of meals, but 
was treated with scant concern 
The film began abruptly
Luggage delivery was very protracted after arrival
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Flight observation series: J 
HONOLULU- IDS ANGELES
Anticipated satisfaction: below normal, based on our experiences 
with this carrier.
Flight: five hours approx
Time: mid morning, mid week
Type: 747 (combi)
Seats: window and middle, then rear of upper cabin
Load factor: nearly full in economy on main deck?
half full in upper cabin.
Acid test = fail
We were not impressed with our experiences on this carrier, and 
would prefer to fly with alternative carriers in future.
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Flight J
Distribution of satisfaction influencing events by flight phase
Airport 7
Announcements 3
Meals 3
In Flight Entertainment 1
comfort 3
(Reservations) 0
Total 17
Source and force of satisfaction influences 
Boosters Depressants
Main Source
of influence
The airline 8 -12
Airline staff 1 -5
Other companies 0 -6
Other passengers 0 -0
- Check in opened late
The departure lounge was locked 
+ TO the amusement of passengers, the flight status on the 
video screen did not agree with cockpit announcements 
+ My meal was very satisfying 
The film was poor
- Airport procedures were very slow
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Flight observation series: K
LOS ANGELES- LONDON
Anticipated satisfaction: about normal, based on our previous
experience on a similar flight with this carrier.
Flight: eleven hours approx
Time: early evening, midweek
Type: 747
Seats: aisle and middle of three, forward economy cabin.
Load factor: nearly full in economy.
Acid t e s t  = F a il
The flight was generally quite pleasant, but spoiled by the 
uncomfortable seat and the long delay before luggage was available 
at Heathrow.
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Flight K
Distribution of satisfaction influencing events by flight phase
Airport 6
Announcements 2
Meals 5
In Flight Entertainment 2
comfort 5
(Reservations) 0
Total 20
Source and fo rce  o f s a tis fa c tio n  influences 
Boosters D epressants
Main Source
of influence
The airline 15 -36
Airline staff 1 -14
Other companies 1 -3
Other passengers 2 -2
- Check in was very slow
A delay was announced in the crowded departure lounge 
+ Our meals were satisfactory 
Audio quality was poor
- There were long queues for trhe toilets 
The cabin was too hot for comfort
The delivery of luggage was chaotic
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Flight observation series: L
BEIJING - HONG KONG
Anticipated satisfaction: above normal, as this flight had been 
booked in Business class in compensation for the expected rigours 
of travel in Tibet.
Flight: two hours approx
Time: midday, midweek
Type: L1011
Seats: window and aisle, Business cabin.
Load factor: nearly full in Business class.
Acid test = pass
As an indulgence, the premium to travel in business class on this 
sector seemed worth while. We would be happy to travel on this 
airline again, either in Business or economy class.
Flight observation series: L
XXX
Flight L
Distribution of satisfaction influencing events by flight phase
Airport 5
Announcements 1
Meals 5
In Flight Entertainment 0 
Comfort 2
(Reservations) 0
Total 13
Source and fo rce o f s a tis fa c tio n  in fluences
D epressants
-4
0 
0 
0
Boarding was not well organised 
+ We were served good champagne 
+ Meals were satisfying 
+ Arrival procedures were efficient
Boosters
Main Source 
o f influence
The airline 7
Airline staff 2
Other companies 2
Other passengers 1
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Flight observation series: M
IONQDON- OOIOGNE/BONN
Anticipated satisfaction: about normal, never having travelled
with this carrier before.
Flight: one and a half hours approx
Time: early afternoon, friday
Type: 737
Seats: aisle and window, centre cabin.
Load factor: nearly full.
Acid test = pass
The outbound flight had been impressive. It was comfortable and 
easy. We looked forward to the return.
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Flight M
Distribution of satisfaction influencing events by flight phase
Airport 8
Announcements 3
Meals 4
In Flight Entertainment 0
Comfort 2
(Reservations) 0
Total 17
Source and force o f s a tis fa c tio n  in fluences 
Boosters D epressants
Main Source
o f influence
The airline 12 -5
Airline staff 2 0
Other companies 2 -5
Other passengers 1 -3
The airport was crowded and uncomfortable 
+ The flight was without incident
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Flight observation series: N
OQDOGNE/BONN- IONDON HEATHROW
Anticipated satisfaction: above normal, based on our previous
experience with this carrier.
Flight: one and a half hours approx
Time: mid morning, Sunday.
Type: 737
Seats: aisle, and centre, front row
load factor: nearly full.
Acid test = pass
The flight had again been satisfying, but the return had been a
little spoiled by uncomfortable facilities in the terminals, and
the attitudes (towards others) of some of the stewardesses.
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Flight N
Distribution of satisfaction influencing events by flight phase
Airport 5
Announcements 2
Meals 3
In Flight Entertainment 0
Comfort 2
(Reservations) 0
TOtal 12
Source and fo rce o f s a tis fa c tio n  influences 
Boosters Depressants
Main Source
o f in fluence
The airline 7 -8
Airline staff 0 -5
Other companies 0 -4
Other passengers 2 -2
The airport was confusing and offered few facilities 
A stewardess began smoking as soon as we had taken off 
+ The meals were quite satisfying
Airport procedures were protracted
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Flight observation series: 0
LONDON - ISTANBUL
Anticipated satisfaction: about normal, based on previous
Business class and long haul economy travel on this carrier.
Flight: four hours approx
Time: early morning, midweek
Type: 757
Seats: window and centre, front economy cabin.
Load factor: nearly full.
Acid test = pass
This flight had been very enjoyable, and we looked forward to the 
return with this carrier.
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Flight 0
Distribution of satisfaction influencing events by flight phase
Airport 10
Announcements 6
Meals 2
In Flight Entertainment 1 
Comfort 2
(Reservations) 2
Total 21
Source and fo rce o f s a tis fa c tio n  in fluences
Boosters D epressants
Main Source
of influence
The airline 5 -16
Airline staff 2 -4
Other companies 3 -7
Other passengers 0 -4
The underground service began too late for us to reach 
Heathrow in time for the flight 
It was not clear where to check in
Announcements were in English, but most passengers were 
Turkish
Smells from the galley permeated the cabin 
+ Our special meals were satisfying 
+ Arrival procedures were speedy
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Flight observation series: P
ISTANBUL - LONDON
Anticipated satisfaction: above normal, based on our previous
experience.
Flight: four hours approx.
Time: early afternoon, Sunday
Type: 757
Seats: three seats, front economy cabin.
Load factor: about half full.
Acid test = Pass
We were very satisfied with the flight, particularly with the way 
that certain problems had been resolved.
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Flight P
Distribution of satisfaction influencing events by flight phase
Airport 7
Announcements 4
Meals 5
In Flight Entertainment 0
Comfort 2
(Reservations) 1
Total 19
Source and force of satisfaction influences 
Boosters Depressants
Main Source
of influence
The airline 12 -22
Airline staff 5 -19
Other companies 1 -6
Other passengers 2 0
+ Check in was quick and friendly 
There were three security checks 
Both special meals caused problems.
The stewardess denied that seafood was an available option- 
it had been served on the outbound leg.
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Flight observation series: Q
LONDON - EDINBURGH Shuttle.
Anticipated satisfaction: about normal, based on previous flights
with this carrier, and an impression formed from vaguely recalled 
advertising by this airline and its competitors that this would be 
a simplified Business style of service.
Flight: one hour approx
Time: mid morning, midweek
Type: 757
Seat: aisle, rear row, then middle seat of three, forward cabin.
Load factor: two seats vacant.
Acid test = Fail
An uncomfortable service offering inadequate catering, somewhat 
redeemed by the effective cabin crew.
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FLIGHT Q
Distribution of satisfaction influencing events by flight phase
Airport 12
Announcements 3
Meals 1
In Flight Entertainment 0 
Comfort 5
(Reservations) 0
Total 21
Source and force of satisfaction influences 
Boosters Depressants
Main Source
of influence
The airline 19 -23
Airline staff 17 -29
Cther companies 1 -7
Other passengers 0 -1
Check in was not very efficient
The bus transfer to the plane was very uncomfortable 
+ A minor safety matter was handled with precision and 
confidence
The plane was too crowded for me to work 
Another passenger complained about conditions on the route, 
which he used regularly 
+ Airport procedures were efficient
Flight observation series: R
EDINBURGH - LONDON Shuttle
Anticipated satisfaction: below normal, based on previous
experience of the service.
Flight: one hour approx
Tine: early afternoon midweek
Type: 757
Seat: window, front cabin.
Load factor: nearly full.
Acid test = Pass
This flight was less dissatisfying than the outbound, and exceeded 
my anticipation.
Flight R
Distribution of satisfaction influencing events by flight phase
Airport 9
Announcements 3
Meals 2
In Flight Entertainment 1
Comfort 1
(Reservations) 0
Total 16
Source and force o f s a tis fa c tio n  influences 
Boosters D epressants
Main Source
o f influence
The airline 7 .-24
Airline staff 2 0
Other companies 1 -1
Other passengers 0 0
The lounge was uncomfortable 
Boarding was very slow
The bus transfer on arrival was uncomfortable
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Flight observation series: S 
LONDON GA1WICK - LOS ANGELES, 
via BOSTON AND DETROIT
Anticipated satisfaction: below normal, based on the indirect 
routeing and some suspicion of the airline's motives for offering 
generous mileage benefits to its frequent flier club members.
Flight: seventeen hours approx in total.
Time: mid morning, midweek
Type: DC10 and 757.
Seats: various, economy cabins
load factors: nearly full in economy.
Acid test = fail
The standard of service did not meet our somewhat depressed 
expectations, due to the distant attitude of most cabin and 
check-in staff, and the way delays had been handled.
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Flight S
Distribution of satisfaction influencing events by flight phase
Airport 20
Announcements 9
Meals 6
In Flight Entertainment 1 
Comfort 2
(Reservations) 2
Total 40
Source and force of satisfaction influences 
Boosters Depressants
Main Source
of influence
The airline 10 -50
Airline staff 5 -12
Other companies 1 -10
Other passengers 0 -3
Reservations procedures seemed inaccurate 
Check in was very slow
- Queues developed during boarding 
The seats were quite small 
Drinks were not complimentary 
The meal was rather poor
The message about connecting flights was repeated safter 
doors had been opened 
Immigration procedures were slow
- On reboarding two other people occupied our seats 
+ The meals were quite pleasant
The terminal was busy, and passengers were lectured about 
carry on luggage
Too many passengers had been booked on the flight 
Flight observation series: V 
IDS ANGELES - LONDON GAIWICK 
VIA MINNEAPOLIS
Anticipated satisfaction: below normal, based on our outbound
experiences and the overnight flight.
Flight: fourteen hours approx.
Time: early morning, Saturday.
Types: DC10 and 747
Seats: various, economy cabin.
Load factors: nearly full.
Acid test = Fail
We were dissatisfied with several aspects of the service 
throughout the flights on this carrier. The mileage credits we 
had accumulated from this journey qualified us for a "free” 
flight, which we will take. But we are unlikely to purchase 
another longhaul sector from this carrier.
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Flight V
Distribution of satisfaction influencing events by flight phase
Airport 10
Announcements 15
Meals 12
In Flight Entertainment 2 
COmfort 2
(Reservations) 0
Total 41
Source and fo rce  o f s a tis fa c tio n  in fluences
Boosters D epressants
Main Source 
o f in fluence
The airline 11 -83
Airline staff 9 -29
Other companies l -13
Other passengers 0 -7
+ After take off we had a splendid view of Los Angeles, and 
then of the desert
The film conflicted with passengers who prefered to watch the 
scenery, and with the service of meals 
+ The door could not be opened after arrival, but the situation 
was dealt with confidently
When the door was opened, we were further delayed as 
information was given about connections 
On boarding for the next leg, a fault had developed.
No refreshment was offered in economy during the delay 
The passenger next to us was something of a nuisance 
My meal was unacceptable
The senior stewardess did not respond to my complaint 
A film was shown when most passengers were already asleep 
Breakfast was not appetising
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Flight observation series: Z
LONDON - HONOLULU via DENVER
Anticipated satisfaction: Below normal, based on our experience of 
a different American carrier offering similar loyalty 
inducements.
Flight: seventeen hours approx
Time: noon, midweek
Type: DC10
Seats: window and aisle, overwing economy cabin,
then centre seats, front row, business cabin.
Load factor: almost full in economy.
Acid test = Pass
We experienced several problems on this flight, and felt angry 
with the airline's check in and meal procedures. However, the 
staff had tried hard to please us, their service was confident and 
effective. The business class upgrade enroute was unexpected but 
welcome.
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Flight Z
Distribution of satisfaction influencing events by flight phase
Airport 18
Announcements 8
Meals 10
In Flight Entertainment 4 
Comfort 5
(Reservations) 1
Total 46
Source and force of satisfaction influences
Boosters Depressants
Main Source
of influence
The airline 27 -111
Airline staff 6 -27
Other companies 1 0
Other passengers 0 -19
Poor check in procedures 
+ The airline's private lounge was comfortable 
There was a delay before departure 
+ Neither of our special meals had been boarded, but the cabin 
crew provided pleasing alternatives 
There were lengthy queues for the toilets 
There were insufficient immigration forms on board 
+ We were upgraded to business class for the next leg of the 
flight
- There was a delay to departure
Fellow passengers complained about the business class service 
on the first leg
- Our special meals were not on board, but although we were 
brought acceptable alternatives, we were lectured about the 
airline's procedures
Many of the headsets were inoperative
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Flight observation series: AA
HONOLULU - KONA
Anticipated satisfaction: below normal based on previous 
interisland flights.
Flight: forty minutes approx
Time: midday
Type: DC9
Seats: non reservable, non assigned, open cabin
Load factor: three quarters full.
Acid test = pass
The short flight had been pleasant. The three major problems with 
interisland flights which we had previously experienced had not 
transpired: the departure lounge was comfortable and uncongested, 
the flight was on time and we had no problems with our luggage.
Flight AA
Distribution of satisfaction influencing events by flight phase
Airport 18
Announcements 8
Meals 10
In Flight Entertainment 4 
Comfort 5
(Reservations) 1
Total 46
Source and force of satisfaction influences 
Boosters Depressants
Main Source
of influence
The airline 27 -111
Airline staff 6 -27
Other companies 1 0
Other passengers 0 -19
+ The new terminal was much more comfortable than the old 
building
+ Boarding procedures were simple and quick 
No flight information was given 
+ Luggage was delivered speedily on arrival
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Flight observation series: AC
KONA - HONOLULU
Anticipated satisfaction : about normal, based on our outward 
journey with this carrier.
Flight: forty minutes approx
Time: mid day
Type: DC9; changed to 737-300
Seat: 3 seats, front of open economy cabin
Load factor: about half full.
Acid test = Pass
Despite several incidents which spoiled our enjoyment of the 
journey, we felt satisfied with the responses of senior airline 
staff. The flight on the airline we had been switched to was very 
enjoyable, and we will fly with that carrier for preference on our 
next visit to the islands.
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Flight AC
Distribution of satisfaction influencing events by flight phase
Airport 14
Announcements 4
Meals 2
In Flight Entertainment 0 
Comfort 0
C Reservations) 0
Total 20
Table
Source and force of satisfaction influences 
Boosters Depressants
Main Source
of influence
The airline 49 -70
Airline staff 14 -21
Other companies 0 -3
Other passengers 2 -7
I was asked to sign a liability waiver for some luggage 
A delay to the flight was announced 
+ We were offered an earlier flight on a competing carrier 
+ The flight was without incident
On arrival , disembarcation was delayed by another plane 
Some of our luggage was missing 
+ The airline staff were helpful in tracing it for us.
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Flight observation series: AE
HONOLULU - IONDON GAIWICK via DENVER
Anticipated satisfaction: uncertain, as we had standby Business 
class status.
Flight: seventeen hours approx
Time: early morning
Type: DC10
Seats: centre, rear Business class cabin
Load factor: almost full.
Acid test = Pass
Although we had encountered similar problems on the outward flight 
with this carrier, they were resolved efficiently and with good 
humour by the staff, and the flight was pleasing. However, apart 
from complimentary drinks and rather more space in the cabin, 
there seemed little to justify the premium for this carrier's 
Business class service.
Flight AE
Distribution of satisfaction influencing events by flight phase
Airport 18
Announcements 12
Meals 24
In Flight Entertainment 4 
Comfort 7
(Reservations) 0
Total 65
Source and force of satisfaction influences
Boosters Depressants
Main Source
of influence
The airline 49 -70
Airline staff 14 -21
Other companies 0 -3
Other passengers 2 -7
+ We were upgraded to business class for both legs of the 
flight
An airline manager travelling on the flight complained to the 
crew about the way they handled the boarding procedures 
+ Good drinks were readily available 
Few headsets functioned
Meal service was slow, my vegetarian meal was not on board 
+ The meal I was eventually brought was very satisfying 
Check in for the next leg was somewhat confusing 
+ The airline lounge was very comfortable 
+ Boarding procedures were handled well 
There was a delay before departure 
Announcements from the cockpit were inaudible 
My vegetarian meal was inedible 
+ I was brought a very pleasing alternative
The film was interesting, but both vision and sound were 
poor
Cabin temperature fluctuated uncomfortably 
+ Breakfast was enjoyable
- Luggage delivery was inefficient and slow
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Flight observation series: AG
LONDON - MALTA
Anticipated satisfaction: about normal, based on no particular 
awareness of the airline and reasonable departure time.
Flight: three hours approx
Time: mid evening
Type: 727
Seats: last raw of non-smoking economy
Load factor: full.
Acid test = Fail
Certain technical aspects of the flight were poorly managed, the 
aircraft seemed old and in poor condition, the cabin crew did the 
minimum.We were not looking forward to the return flight.
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Flight AG
Distribution of satisfaction influencing events by flight phase
Airport 10
Announcements 2
Meals 3
In Flight Entertainment 1 
Comfort 7
(Reservations) 1
Total 25
Source and force of satisfaction influences 
Boosters Depressants
Main Source
of influence
The airline 2 -86
Airline staff 1 -12
Other companies 3 -14
Other passengers 0 -3
The departure lounge was uncomfortable 
Boarding was poorly managed 
The plane appeared rather dirty
Smoke from other passengers drifted around the cabin 
The meal was unappetising
Cabin temperature and pressure were not controlled 
effectively
We were transfered to the terminal by an uncomfortable bus
Flight observation series: AH
MALTA - LONDON
Anticipated satisfaction: below normal, based on the outward 
flight and the uncomfortably early departure time.
Flight: three hours approx
Time: early morning
Type 737
Seats: second row of non-smoking economy
Load factor: full.
Acid test = Fail
In itself this flight was unremarkable, and in marked contrast to 
the outbound leg. However it could not compensate for the 
discomfort we had experienced earlier: we would take an
alternative carrier if we ever travel to Malta in the future.
Flight AH
Distribution of satisfaction influencing events by flight phase
Airport 10
Announcements 5
Meals 5
In Flight Entertainment 1 
Comfort 4 /
(Reservations) 1
Total 26
Source and fo rce  o f s a tis fa c tio n  in fluences
Boosters Depressants
Main Source
o f influence
The airline 7 -22
Airline staff 2 -1
Other companies 0 -14
Other passengers 1 -7
Boarding was chaotic 
+ My meal was quite satisfying
Arrival procedures were fairly slew
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Flight observation series: AI
LONDON - VANCOUVER
Anticipated satisfaction: about normal, as we had not previously 
travelled on this carrier.
Flight: nine hours approx.
Time: early afternoon, Saturday.
Type: L1011.
Seats: Aisle and window, front section of economy cabin.
Load factor: full in economy.
Acid test = Pass.
Service throughout was confident and relaxed. This was one of the 
most satisfying flights either of us had experienced, and we were 
looking forward to our return on the same carrier.
Flight AI
Distribution of satisfaction influencing events by flight phase
Airport 17
Announcements 7
Meals 7
In Flight Entertainment 1 
Comfort 2
(Reservations) 1
Total 35
Source and fa rce  o f s a tis fa c tio n  in fluences 
Boosters Depressants
Main Source 
o f in fluence
The airline 28 -2
Airline staff 7 -6
Other companies 10 -27
Other passengers 0 -4
+ Easy journey to  a irp o rt.
+ Easy check-in
Crowded and uncom fortable departure lounge 
+ Absence o f a  requested sp e c ia l meal was w ell handled
-  A rrival procedures p ro trac ted
-  Passengers fought over luggage tro lle y
-  No ta x is  av a ilab le
+ Bargain C adillac lim ousine o ffe r
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Flight observation series: AJ.
VANCOUVER - LONDON
Anticipated satisfaction: higher than normal, based on our 
out-bound experiences with this carrier, and the positive comments 
of fellow delegates to the conference.
Flight: nine hours approx.
Time: mid evening, Friday.
Type: L1011
Seats: aisle and window, front of economy cabin.
Load factor: two thirds full in economy.
Acid test = Fail.
Our high expectations formed on the outbound flight were not 
matched by the distant and hostile attitude of the Senior steward; 
and other passengers on this flight caused us real discomfort.
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Flight AJ
Distribution of satisfaction influencing events by flight
Flight phase
Airport: 18
Announcements 8
Meals 9
In Flight Entertainment 1
Comfort 7
(Reservations) 1
Total 45
Source and fo rce  o f s a tis fa c tio n  in fluences 
Boosters D epressants
Main Source
o f in fluence
The airline 25 -88
Airline staff 11 -56
Other companies 5 -45
Other passenger 0 -30
+ Easy journey to  a irp o rt
-  Noisy ch ild ren  in  departure lounge
-  Confusing boarding announcements
-  Oppressive se c u rity  arrangements
-  Special meals no t on board
-  Senior Steward had poor language s k i l ls
-  Noisy ch ild ren  seated  nearby
-  S ecurity  delay
-  O ther passengers complain about ch ild ren
+ Meal problem resolved fo r  us
-  Another passenger's sp ec ia l meal "givento someone e lse "
-  Passengers walk around smoking 
Further com plaints about noisy  ch ild ren
-  U npalatable b reak fast
-  Slow luggage d e liv ery  on a rr iv a l
-  D iffic u lty  in  contacting  d riv e r
Flight observation series: AL
LONDON - BEIJING
Anticipated satisfaction: about normal, based on previous long 
haul flights with this carrier.
Flight: fifteen hours approx.
Time: mid afternoon, midweek.
Type: 747
Seat: aisle, middle of economy cabin.
Load factors: full in economy to Bombay, about forty passengers
onwards.
Acid test = Pass
I was extremely dissatisfied with the meal service on the first 
leg, but effective responses and the opportunity to sleep across 
four seats for the final leg left me feeling satisfied with the 
journey.
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Flight AL
Distribution of satisfaction influencing events by flight phase
Airport 7
Announcements 5
Meals 11
In Flight Entertainment 3 
Comfort 9
(Reservations) 1
Total 35
Source and force of satisfaction influences 
Boosters Depressants
Main Source
of influence
The airline 35 -52
Airline staff 21 -33
Other companies 6 ”2
Other passengers 3 ”5
- Check in was rather disorganised
Passengers were being questionned for security' reasons as we 
boarded the plane
Part of my meal was not vegetarian, the stewardess was not 
interested
+ The senior steward offered a satisfying alternative 
There were long queues for the toilets 
+ The technical stop was handled efficiently
Although no one was watching the film during the overnight 
flight, it was left running 
+ Arrival procedures were speedy
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Flight observation series: AM
BEIJING - LONDON
Anticipated satisfaction: about normal, based on outbound flight.
Flight: seventeen hours approx.
Time: early evening, Sunday.
Type: 747
Seat: aisle, middle of economy cabin.
Load factors: virtually empty to Hongkongabout three quarters
full onwards.
Acid t e s t  = Fail
A technical diversion was not well managed, and the flight proved 
very tiring.
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Flight AM
Distribution of satisfaction influencing events by flight phase
Airport 9
Announcements 9
Meals 9
In Flight Entertainment 1 
comfort 10
(Reservations) 0
Total 39
Source and force of satisfaction influences 
Boosters Depressants
Main Source
of influence
The airline 23 -70
Airline staff 17 -34
Other companies 5 -17
Other passengers 2 -9
+ Boarding was handled well
+ The meal was pleasant
+ The technical stop was handled well
The meal was poor
Few passengers watched the two films, which seemed to disturb 
many as they tried to sleep on the long overnight flight
+ The crew checked our seatbelts after a warning of heavy
turbulence 
+ Breakfast was satisfying
The captain announced a diversion
After landing, little information was given to passengers 
I arranged my own onward flight 
This flight was further delayed
A passenger was furious to be seated in a smoking row 
Breakfast was rather poor
- Luggage delivery was slow
- Incorrect information about the delay had been given to 
people waiting to meet me.
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Appendix 3
FLIGHT SATISFACTION CHARTS
This appendix gives the satisfaction chart for each flight. These 
charts illustrate how satisfaction fluctuates during a service 
episode, distinguishing between technical and service events 
boosting or depressing satisfaction.
The numbers on the horizontal axis of each chart are those 
assigned to the events recorded in the data base.
- lxvii
FLIGHT A
A
SATISFACTION
Boosters-
Ao nr1
Depressants
- 11 
1
nrrr
I I I T  1 I I I  I i I I I ! I I f  [  I I F | [ i  1 1 | r
11 21
s e r v i c e t e c h n i c a l
- lxviii
FLIGHT B
B
SATISFACTION
Boosters-
Ao i i i i ii ii m in
Depressants
I I I  I I  I f  I T  I M i l !  I I f  r  i l l  I I I T  I T  I I i  I  I | I | |
31 41 51 61
s e r v i c e t e c h n i c a l
FLIGHT C
C
SATISFACTION
Boosters-
Ao ii i i i in
Depressants
"  Ii , 
71
I I T  I I [ 1 1 I I I I |  |  |  | | I I [ 1 |  | f  f ' f  I  ,  | |  | r
81 91
s e r v i c e t e c h n i c a l
- lxx
FLIGHT D
D
SATISFACTION
Boosters-
Ao
Depressants
10 1  1 1 1  12 1
f l H  s e r v i c e HH t e c h n i c a l
FLIGHT E
E
SATISFACTION
Boosters-
Ao
Depressants
ri
131 141
s e r v i c e t e c h n i c a l
- lxxii
FLIGHT F
SATISFACTION
Boosters-
Ao in
Depressants
- l n  
151
I  I f  I T  
161
s e r v i c e I B l !  t e c h n i c a l
- lxxiii
FLIGHT H
SATISFACTION
Boosters-
Ao a
Depressants
— I I I 
21 1
I I I !  I T  
221
T T ' l I  I [ f 1 I T  [ j 1 ! I [  I I I i [ I [ | | [
s e r v i c e t e c h n i c a l
- lxxiv
FLIGHT I
SATISFACTION
Boosters-
Ao
Depressants
f . . r
231 241
s e r v i c e t e c h n i c a l
- Ixxv
FLIGHT J
SATISFACTION
Boosters-
Ao
Depressants
f r i !  i  r
251 261
s e r v i c e t e c h n i c a l
- lxxvi
FLIGHT K
SATISFACTION
Boosters-
Ao
Depressants
I ! !..!
271 281 291
s e r v i c e t e c h n i c a l
- lxxvii

FLIGHT L
SATISFACTION
Boosters-
Ao IIII Hll 
I T  T
Depressants
i i i n  ri r i l  r i i  i i i it i I i i i i i i i i
301 31 1
s e r v i c e
I I !  I  I I  I I
t e c h n i c a l
- lxxviii
FLIGHT M
SATISFACTION
Boosters-
Ao
Depressants
- l I I 
321
I T T  •! i I I I [ |  I
331
s e r v i c e
- lxxix
I I  I T  I [ I I f [ 1 I  I I T T !  F i  l l
t e c h n i c a l
FLIGHT N
SATISFACTION
Boosters-
Ao
I T
Depressants
—  I I f 
341
 I T  1 1 1  I I I I I  I I  I I I I I I I  I
351
s e r v i c e
- Ixxx
i t  i i i  i  i i  i t  i I  i i i i  1 1  i i i
t e c h n i c a l
FLIGHT O
0
SATISFACTION
Boosters-
Ao
Depressants
361 371 381
s e r v i c e t e c h n i c a l
- Ixxxi
FLIGHT P
P
SATISFACTION
Boosters-
Ao
Depressants
391 401
s e r v i c e t e c h n i c a l
- lxxxii
FLIGHT Q
SATISFACTION
Boosters-
Ao
Depressants
I  I 1 I I
431 441 451
s e r v i c e t e c h n i c a l
- lxxxiii
FLIGHT R
SATISFACTION
Boosters-
Ao
Depressants
I T
461 471
s e r v i c e t e c h n i c a l
- Ixxxiv
FLIGHT S
SATISFACTION
Boosters-
Ao
1 1 'n'si
Depressants
i ii i i
1 1
i i
11
f r i r i  i ( n  i I i i i  i i i i i  i 1 i i i i i i i i f I i i i i  i i
481 491 501 511
s e r v i c e t e c h n i c a l
mill
i i I i i  i i i i I  i r
521
- Ixxxv
FLIGHT V
V
SATISFACTION
Boosters-
Ao
Depressants
I I
541 551 561 571 581
s e r v i c e t e c h n i c a l
- Ixxxvi
FLIGHT Z
z
SATISFACTION
Boosters-
Ao
Depressants
t.! !
631 641 651 661 671
s e r v i c e t e c h n i c a l
- Ixxxvii
FLIGHT AA
SATISFACTION
Boosters-
AA
Ao
Depressants
681
I I f  I I I I I l I I I i I I I I I  I  I 1 1 1 !  f  I I I f I I ! |  I  ! I f  1 f  |  -  I T  I I  I !  I
s e r v i c e t e c h n i c a l
- lxxxviii
FLIGHT AC
AC
SATISFACTION
Boosters-
i l i n nAo
Depressants
701 71 1 721
s e r v i c e t e c h n i c a l
- lxxxix
FLIGHT AE
AE
SATISFACTION
B o o s te r s -
Ao ! L I L U
D e p r e s s a n t s
I I
i i i
741
! ! I i I ! '
751
! 1 i I ! I M i l l M  M  M  I I M  1
771 781 791 801
s e r v i c e technical
- xc
FLIGHT AG
AG
SATISFACTION
Boosters-
Ao
Depressants
851 861 871
s e r v i c e  H B !  t e c h n i c a l
FLIGHT AH
AH
SATISFACTION
Boosters'"
Ao
Depressants
881 891 901
■ I  s e r v i c e I t l l l  t e c h n i c a l
FLIGHT AI
Al
SATISFACTION
Boosters-
Depressants
t e c h n i c a l
- xciii

FLIGHT AJ
AJ
SATISFACTION
Boosters-
Ao
Depressants
I . . i I !r i
951 961 971 981 991
s e  rvice t e c h n i c a l
- xciv
FLIGHT AL
AL
SATISFACTION
Boosters-
Ao
Depressants
I.I
1031 1041 1051 1061
s e r v i c e 8 t e c h n i c a l
FLIGHT AM
AM
SATISFACTION
Boosters-
Ao
Depressants
I i
1071 1081 1091 1101 1111
s e r v i c e t e c h n i c a l
- xcvi
BIBLIOGRAPHY
Ableson, R. P.
Script Processing in Attitude Formation and Decision 
Making, in: Corroll J.S. and Payne, J. W. Cognition and 
Social Behaviour. Erlbaum, Hillside, New Jersey, 1976.
Adams, J. S.
The Structure and Dynamics of Behaviour in Organisational 
Boundary Roles, in: Dunette, M. D. (ed) Handbook of
Industrial and Organisational Psychology. Rand McNally, 
Chicago, 1976.
Adler P. & Adler P. A.
Membership roles in Field Research. Sage, Beverley Hills, 
1987
Albrecht, K. and Zemke, R.
Service America; Dow Jones, Irving; 1985.
Alderson, W.
Marketing Behaviour and Executive Action. Irwin,
Homewood, 111. 1957.
Altheide, D. L.
Ethnographic Content Analaysisf Qualitative Sociology, 
V10, Nol, p65-77, 1987.
American Express (no author given)
"How Amex Measures Quality11; AMA Forum, v71, p29-31,
1982. Czepiel, J. A.; Soloman, M. R. & Surprenant, C. F. 
(eds) The Service Encounter; Lexington Books, Mass.
Atkinson, C. J. and Checkland, P. B.
Extending the Metaphor ' System' Human Relations, v41, No 
10, p709-725, 1988.
Avila, J. and Setter, R,
Traffic Flow Model. Lockheed Burbank, 1980.
Barret S. D. & Purdy, M.
European Airtransport. Uncabin the Consumer: Ecamonic 
Affairs, December, 1987,.
Bateson, J.
Do We Need Service Marketing. Marketing Consumer 
Services: New Insights Report, Marketing Science 
Institute, Boston, p75-115, 1977.
Bauer, R.
consumer Behaviour as Risk Taking, in Bliss, P.
Marketing and the Behavioural Sciences: Selected 
Readings. Allyn and Bacon, Boston 1968.
Baumol W. J.
Contestable Markets: an Uprising in the Theory of Market 
Structures; American Economic Review, March 1982.
Baumol, W. J. & Willig, R. D.
Fixed Costs. Sunk Costs. Entry Barriers and 
Sustainability of Monopoly; Quarterly Journal of 
Economics, p420- August 1981.
Belk, R. W.
Situational Variables and Consumer Behaviour. Journal of 
Consumer Research, pl57-164, December 1975.
Belk, R. W.
An Exploratory Assessment of Situational Effects in Buyer 
Behaviour; Journal of Marketing Research, No 2, pl56-
163, 1974.
Berry, L. L.
Relationship Marketing, in Berry, L. L. et al (eds) 
Emerging Perspectives of Services Marketing, American 
Marketing Association, Chicago, 1983.
Bennis, W.
Temporary Society; Harper and Row; New York, 1988.
Bitner, M. J. Booms, B. H. and Tetreault, M. S.
The Service Encounter; Diagnosing Favorable and 
Unfavorable Incidents, Journal of Marketing, v54, p71- 
84, January, 1990.
Blackman, B. A.
Making a Service More Tangible Can Make it More 
Manageable, in Czepiel, J. A.; Soloman, M. R. & 
Surprenant, C. F. (eds) The Service Encounter;
Lexington Books, Mass. 1985
Blake, J.
Company Reports and Accounts- Their Significance And 
Uses. Pitman, London, 1987.
Britt, S. H.
How Weber's Law can be Applied To Marketing. Business 
Horizons, p21-21, February, 1975.
British Airways publications and internal documents.
BA is Winning for Britain. September, 1987
BA Customer First Campaign, no date.
Annual Report and Accounts, various years 1976/77 
1986/87.
- xcvii
Customer complaints. What Do they Tell Us?
  Internal BA document, December 1984.
Evans, J. (Project Manager, BA)
Culture Change at BA. Notes received from Y. Guerrier, 
University of Surrey, January, 1986.
Hayward, I. (Manager, Development Training, BA)
Untitled Report, received from Andrew Lockwood,
University of Surrey, dated September, 1986.
Bray, R.
Athens Works Out Miles Cheaperf Evening Standard, 6 Feb 
1989.
Brehm, J. W. and Cohen, A. R.
Explorations in Cognitive Dissonance; Wiley, New York, 
1962, quoted in Engel, J. F. Blackwell, R. D. and 
Miniard, P. W. Consumer Behaviour. Dryden Press, New 
York, 1986.
Bruce, L.
British Airways Jolts Staff With A Cultural Revolution. 
International Management, p35-38, March 1987.
Burkhart., A. J. and Medlik, S.
Tourism. Past. Present and Futuref Heinemann, London, 
1974.
Buzzell, R. D. and Gale, B. T.
The PIMS Principlesf The Free Press, New York, 1987.
Carlson, E. E. (Interviewed by Burford, V. L.)
Visible Management at United Airlines. Harvard Business 
Review, pll7-124, July, 1975.
Carlzon, J.
Moments of Truth; Harper and Row, New York, 1989.
Carney, T. F.
Content Analysis, a Technigue for Systematic Inference 
from Communications; Batsford, London, 1972.
Calder,B. J.
Focus Groups and The Nature of Qualitative Marketing 
Research. Journal of Marketing Research, p353-364, August 
1977.
Campbell, C.
The Romantic Ethic and The Spirit of Modem Consumerism. 
Basil Blackwell, Oxford, 1987.
- xcviii
Campbell-Smith, D.
Struggle for Take-Off , the British Airways Storv.
Hodder and Stoughton; London; 1986.
Chase R. B.
Where Does The Customer Fit In A Service Operation? 
Harvard Business Review, pl3-18, November, 1978.
Chase, R. B. & Tansik, D. A.
The Customer Contact Model for Organisational Design. 
Management Science, v49, pl037-1050; 1983.
Chatbum, A.
How BA Intends To Win Over The World. Campaign, p42-43,
13 December, 1985
Checkland, P. and Scholes, J.
Soft Systems Methodology in Action. John Wiley & Sons, 
Chichester, 1990.
Chisnall, P. M.
Marketing. A Behavioural Analysis. McGraw Hill, London, 
1985.
Cohen, J. B.
Involvement. Separating the State from its Causes and 
Effects; Conference paper Involvement in Marketing. New 
York University. 1982. Quoted in Wilkie, W. L. Consumer 
Behaviour. John Wiley & Sons, Chichester, 1986.
COrke, A.
British Airways, the Path to Profitability. Pinter 1986. 
Corke J.
Tourism Law. Elm Publications, Huntingdon, 1988.
Cowell, D. W.
New Service Development. Journal of Marketing Management, 
v3 No3, p296-312, 1988.
Cowell, D. W.
The Marketing of Services. Heinemann, London, 1986.
Crosby, P
Quality Without Tears. New American Library New York, 
1984.
Crosby L A & Taylor J R,
Consumer Satisfaction With Michigan's Container Deposit 
Law. An Ecological Perspective. Journal of Marketing, 
p47-59, Winter 1982
- xcix
Crouch, S.
Marketing Research For Managers. Pan Business Books, 
London, 1985.
Customer Services Travelmeter. Research Services Ltd.
Wembley, 1986.
Czepiel, J. A.; Soloman, M. R. & Surprenant, C. F. (eds)
The Service Encounter; Lexington Books, Mass. 1985
Deshpande, R. & Webster, F. E.
Organisational Culture and Marketing: Defining the 
Research Agenda; Journal of Marketing, v53, p3-15, 1989.
Deming, W. E.
Quality. Productivity and Competitive Position. Centre 
for Advanced Engineering Study, MIT, 1982
Dickson, P. R.
Person-Situation: Segmentation's Missing Link: Journal of 
Marketing, p 56- 64, Fall, 1982.
Doganis, R.
Flying off course, the Economics of International 
Airlines; Allen & Unwin, London 1985.
The Economist.
"On a Wing And A Prayer." p74, December, 1987.
“Selling it off.” p65, December, 1983.
Engel, J. F. Blackwell, R. D. and Miniard, P. W.
Consumer Behaviour. Dryden Press, New York, 1986.
Eriksen, J. and Liu, E.
Effects Of Fare And Travel Time On The Demand For 
Domestic Airtransportation; NASA, Langley, Virginia, 1979 
(NAS 1-15268).
Evans, F. B.
Selling as a Dyadic Relationship. American Behavioural 
Scientist, p76-79, May 1963.
Famham, N.
Education for Airlinesf Proceedings of seminar;
Transport Studies: What Role in a Tourism Course;
edited Laws, E. Tourism Society; October 1986.
Feigenbaum, A.
Quality Control; Principles. Practices and 
Administration. Wiley, New York, 1954.
- c
Feigenbaum, A.
Total Quality Control. Harvard Business Review, November 
- December, p94-98, 1956.
Fiebelkom, S. L.
Retail Service Encounter Satisfaction; Model and 
Measurement; in, Czepiel, J. A.; Soloman, M. R. & 
Surprenant, C. F. (eds) The Service Encounter; 
Lexington Books, Mass. 1985
Flanagan, J. C.
The Critical Incident Technique; Psychological Bulletin, 
V 5 1 , P 3 2 7 - 3 5 7 ;  1 9 5 4 .
Ford, D. Hakansson H. and Johansson J.
How do companies interact? Industrial Marketing and 
Purchasing, vl Nol, p34-48, 1986.
Fomell, C.
Increasing the Organisational Influence of Corporate 
Consumer Affairs Departments. Journal of Consumer 
Affairs, vl5 pl91-213, Winter 1981.
Fomell C. & Westbrook, R. A.
The Viscious Circle of consumer complaints, Journal of 
Marketing, p68-78, Summer 1984
Fomell, C. & Wemerfelt, B.
Defensive Marketing Strategy by Customer Complaint 
Management: A Theoeretical Analysis. Journal of 
Marketing Research, Vxxiv,p337-346, November, 1987.
Garvin, D. A.
Managing Quality, the Strategic and competitive Edge. 
Free Press, New York, 1988.
Gee, C. Y. Choy, D. J. L. and Makens, J. C.
The Travel Industry; AVI Publishing Co; Westport; 1984.
George, W.R. and Gibson B. E.
Blueprinting: a tool for managing Quality in 
Organisations. Paper presented at the CUIS Symposium at 
the University of Karlstadt, Sweden, 1988.
George, W. R. and Kelly, T.
Personal Selling of Services: Emerging Perspectives on
Service Marketing. AMA 1983.
Gilmore, H. L.
Consumer Product Quality Control Revisited. Quality 
Progress, p28-33, April 1983.
Goffman, E.
The Presentation of Self in Everyday Life; Doubleday, New 
York, 1959.
Goldman, A. E.
The Group Depth Interview; Journal of Marketing p61- 
68, 1962
Gronross, C.
An Applied Service Marketing Theory. Working paper 57; 
Swedish School of Economics, Helsinki 1980
Gronroos, C.
Service Management and Marketing. Lexington Books, 
Lexington, 1990.
Guilford J P.
Fundamental Statistics in Psychology and Education;
Me Graw Hill, London, 1973.
Gummesson, E.
Service Quality and Product Quality Combined; Review of 
Business, v9, No3, pl-11; 1988.
Gummesson, E. and Gronroos, C.
Quality of services. Lessons from the Product Sector. In 
Surpenant, C. (ed) Add Value to your service. American 
Marketing Association, Chicago, 1988.
Hauser J. R. and Clausing D.
The House of Quality. Harvard Business Review, p63-67,
May 1988.
Henkel, R. E.
Tests of Significance. Sage Publications, Beverly Hills, 
1976.
Herman, C. F.
Threat. Time and Surprise. A simulation of International 
Crises; in Hermann ed, International Crises: Insights
From Behavioural Research. Free Press, New York, 1972
Heskett, J. L.
Managing in the Service Economy. Harvard Business School 
Press, Cambridge, Mass. 1986.
Howard, J. A.
Consumer Behaviour: Aplications of Theory; Me Graw Hill, 
New York, 1977.
Hunt, H. K.
Conceptualisation and Measurement of Consumer 
Satisfaction and Dissatisfaction. Marketing Science 
Institute, Cambridge, Mass. 1977.
Jamaludin, A. J.
Catering Services at MAS; Hospitality, vl No2, p!7-25, 
1988.
Jorgensen, D. L.
Participant Observation. A Methodology for Human 
Studies, Sage, London, 1989
Juran, J. M.
Quality control Handbook. McGraw Hill, New York, 1974. 
Juran, J. M.
Upper Management and Quality. Juran Institute, New York, 
1982.
Kadden, R. J.,
Incomplete Use Keeps Focus Group From Producing Optimum 
Results. Marketing News, p4, September 1977.
Kanter, R.
The Change Masters; Simon and Schuster; New York, 1983. 
King, C. A.
Service Oriented Quality. Cornell Hotel and Restaurant 
Administration Quarterly, v25, p92-97, 1984.
Koutsoyiannis, A.
Non Price Decisions. The Firm in a Modem Context; 
Macmillan, Basingstoke, 1987.
LaPage, W. F. & Ragain, D.R.
Family Camping Trends. An Eight Year Panel Study.
Journal of Leisure Research, plOl-112, 1974
laws, E.
Identifying and Managing the Consumerist Gap. Service 
Industries Journal, pl31-143, 1986
Laws, E.
Effectiveness Of Responses To Passengers During Service 
Interruptions- A Consumerist Gap Analysis. Paper 
presented at the conference, Tourism Research into the 
1990s. University of Durham, 1990.
Laws, E.
Tourism Marketing. Service And Quality Management 
Perspectives. Stanley Thornes and Co, Cheltenham, 1991.
Laws, E.
The Diary Method Of Researching Passenger Satisfaction 
With Journeys By Air, paper presented at the McGill- 
WAPTT seminar, Customer Service in an International 
Market. Montreal, 1991.
Laws, E.
Service Analysis. A Consumerist Gap Taxanomv. Service 
Industries Journal, forthcoming, 1992.
Lazarsfeld, P. F.
Qualitative Analysis. Allyn & Bacon, Boston, 1972.
Levinson, H.
The Exceptional Executive; Harvard University Press;
1971.
Levitt, T.
The Marketing Mode; McGraw Hill, New York, 1969.
Lewis, R. C. & Morris S. V.
The Positive Side of Guest Complaints. Cornell Hotel and 
Restaurant Administration Quarterly, v27, pl3-15, 1987.
Lovelock, C. H.
Services Marketing. Prentice Hall, Englewood Cliffs,
1984.
Lovelock, C. H.
Strategies for Managing Demand in Capacity Constrained 
Service Organisations; in, Marketing in the Service 
Industries; Foxall, G. (ed) Frank Cass, London, 1985.
Lovelock, C.H.
Services Marketing: What Does it Involve? Paper 
presented at the Economist Conference, Marketino 
Financial Services. London. February, 1988.
Marris, T.
Does Food Matter. Revue de Tourisme, v4, pl6-17. 1986 in 
Sheldon, P. J. and Fox, M. The Role of Food Service in 
Vacation Choice and Experience: A Cross Cultural 
Analysis. Journal of Travel Research, vXXVII, p9-15,
Fall 1988.
Marshall, C. (Sir)
The Airlines and their Role in Tourism Developments in 
the United Kingdom. Proceedings of lfThe Prospects for 
Tourism in Britain” pplO/1- 10/5; Financial Times 
Conferences, 1986.
Mathisen, H.
Adjusting the Aircraft Product to Emerging Customer 
Needs. TTRA Proceedings, p247-249, 1988
Middleton, V. T. C.
Marketing the Margin; Quarterly Review of Marketing, pl4- 
17; Winter, 1989.
- civ
Milbum T.W. Schuler R.S. & Watman K.H.
Organisational Crisis. Strategies and Responses; Human 
Relations, v36 Nol2, pll61-1180, 1983.
Miller, J. C. & Sawers, P.
The Technical Development of Modem Aviation; Routledge 
and Kegan Paul, London, 1968.
Mills, P. K. Hall, J. L. Leidecker, J. K. and Marguiles, N. 
Flexiform. a Model for Professional Service 
Organisations. Academy of Management Review, v8, pll8- 
131, 1983.
Mindak, W. A.
Fitting the Semantic Differential to the Marketing 
Problem. Journal of Marketing vxxv 1961.
Minter, C.
Travellers as a Target Marketr Admap, p52-55, June 1988.
Morrison, S. J.
Managing Quality. A Hisorical Review, in Dale. B. G. and 
Plunkett. J. J. Managing Quality. Philip Allan, Hemel 
Hempstead, 1990.
Moutinho, L.
Consumer Behaviour in Tourism; European Journal of 
Marketing, v21, No 10, p5-44; 1987.
Nelson, R. R.
Research on Productivity Growth and Productivity 
Differences. Journal of Economic Literature, pl029-1064, 
September, 1981.
Newmark,J.
Statistics and Probability in Modem Life. Holt Rinehart 
and Winston, 1977.
Norusis, M J.
SSPS/PC Plus Studentware; SPSS, Chicago, Illinois, 1988.
Nyquist, J. D. Bitner, M. J. and Booms, B. H.
Identifying Communication Difficulties in the Service 
Encounter: A Critical Incident Approach. In, Czepiel et 
al * op cit. 1985.
Olshavsky, R. W.
Customer-Salesman Interaction in Appliance Retailing. 
Journal of Marketing Research, p208-212, May 1973.
Oppenhiem, A. N.
Question Design and Attitude Measurement, Heinemann 
London 1968.
- cv
Peters, T. and Austin, N.
A Passion For Excellence. Random House, New York, 1985.
Postle, D.
Catastrophe Theory, Fontana, 1980.
Normann, R.
Service Management; Wiley, London, 1984
Parasuraman, A. Zeithmal, V. A. & Berry, L. L.
A Conceptual Model Of Service Quality And Its 
Implications For Future Research. Journal of Marketing, 
V49, p41-50, Fall 1985.
Peterson, K. I.
Qualitative Research Methods For the Travel and Tourism 
Industry, in: Travel. Tourism and Hospitality Research. 
ed J. R. Brent Ritchie and Charles Goeldner; John Wiley & 
Sons. 1987
Rathmell, J. M.
What is Meant By Services? Journal of Marketing, V30, 
No4, p32-36, 1966
Roethlisberger, F. J. and Dickson, W. J.
Management And The Workerf Harvard University Press, 
Cambridge, Mass. 1939.
Sawers, D.
competition In The Air. Institute of Economic Affairs, 
1987.
Scherl L. M. and Smithson M. A.
New dimension to content analysis: exploring
relationships amongst thematic categories; Quality and 
Quantity, v21, pl99-208, 1987.
Schiffman, L. G. and Kanuk, L. L.
Consumer Behaviour. Prentice Hall, London, 1987.
Schlissel, M. R.
The Consumer of the Household Services in the 
Marketplace: an Impirical Study; in, Czepiel, J. A.; 
Soloman, M. R. & Surprenant, C. F. (eds) The Service 
Encounter; Lexington Books, Mass. 1985
Seward, B.
International Airlines, Philipis and Drew, London 1986. 
Shaw, S.
Airline Marketing and Management, Pitman, London, 1987.
- cvi
Sheth, J. N.
A Psycholocrical Model of Travel Mode Selection. Advances 
in Consumer Research, vol 3, p 426, 1975.
Sheldon, P. J. and Fox, M.
The Role of Food Service in Vacation Choice and 
Experience: A Cross Cultural Analysis. Journal of Travel 
Research, vXXVII, p9-15, Fall 1988.
Shewart, W. A.
Economic Control of Quality in Manufactured Products. Van 
Nostrand, New York, 1931.
Shostack, G. L.
How to design a Service; in Donnelley, J. H. and George, 
W. R. Marketing of Services; American Marketing 
Association, 1981.
Shostack, G. L.
Designing Services that Deliver. Harvard Business Review, 
pl33—139, 1984.
Shostack, G. L.
Planning the Service Encounter, in Czepiel, J. A.; 
Soloman, M. R. & Surprenant, C. F. (eds)
The Service Encounter; Lexington Books, Mass. 1985
Shostack, G. L.
Service Positioning Through Structural Change. Journal of 
Marketing v51 January 1987 p34-43
Siegel S.
Nonparametric Statistics for the Behavioural Sciences. 
McGraw Hill Book Co, New York, 1956.
Smart, V.
Why Bargain Hunters are no longer sitting pretty; 
Observer, June, 1988.
Solomon, M. R. Surprenant, C. Czepiel, J. A. and
Gutman, E. G. Service Encounters as Dyadic Interactions. 
A Role Theory Perspective. Working Paper 82, New York 
University, 1982.
Stafford, J. E.
Effects of Group Influence on Consumer Brand Preference; 
Journal of Marketing Research, v3, p68-75, 1966.
Sujan, M.
Consumer Knowledge: Effects on Evaluation Strategies 
Mediating Consumer Judgements. Journal of Consumer 
Research, p31-46, June 1985.
Szybillo, G. J. and Jacoby, J.
Intrinsic Versus Extrinsic Cues As Determinants of 
Perceived Product Quality. Journal Of Applied Psychology, 
Vol 59, p74-77, February, 1974.
Taylor, P. and Dunning, R.
Statistics for Business. Polytechnic Publishers, 
Stockport, 1977.
Thomas, M.
Coming to Terms With The Customer. Personnel Management, 
p24-28, February 1987.
Tirvengadum, H
Tourism & the Airline Industry, paper presented at the 
Seminar Tourism and Development. University of Mauritius, 
November 1986.
Toynbee, M.
First Past the Post; Travel Agency, p45, March 1989.
Tynan A. C. & Drayton J. L.
Conducting Focus Groups- A Guide for First Time Users. 
Marketing Planning and Intelligence, p5-9, 1988.
Urry, J.
The Tourist Gaze. Sage Publications, London, 1990.
Watts, G.
Market Place Performance. BA News, No 751, May, 1989. 
Wells, A. T.
Air Transportation. A Management Perspective; Wadsworth, 
Belmont, 1984.
Weitz, B. A.
Effective Sales Interactions; A Contingency Framework; 
Journal of Marketing, v45 pl85-195; 1981.
Whyte, W. F.
Street Comer Society. The Social Structure of an Italian 
Slum. University of Chicago Press, Chicago, 1955.
Wilkie, W. L.
Consumer Behaviour; Wiley, New York, 1986.
Williamson, O. E.
Selling Expenses as a Barrier to Entry, Quarterly Journal 
of Economics, v77, pll2 - 128; 1963.
- cviii
Yin, R. K.
The Case Study Crisis: Same Answers. Administrative 
Science Quarterly, p58-56, March, 1981.
Zaleznik, A.
Managers and Leaders. Are They Different?
Harvard Business Review; V55, No3, p67-78; 1977.
2eithmal, V. A. Berry, L. A. & Parasuraman, L. A.
Communication and Control Processes in the Delivery of 
Service Quality; Journal of Marketing; v 52, April 1988, 
p35-48.
Zeithmal, V. A. Parasuraman, A. & Berry, L. A.
Problems and Strategies in Services Marketing; Journal of 
Marketing v49, p33-46, Spring 1985.
Zeithmal, V. A. Parasuraman, A. & Berry, L. A.
Delivering Quality Service. Free Press/Macmillan,New 
York, 1990.
Zemke, R. and Schaaf, D.
The Service Edge, Nal Penguin, New York, 1989.
APPENDICES
1 Identifying and managing the consumerist gap
2 Profile of satisfaction influences on flights
3 Flight satisfaction charts
